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to  homoeopathic 
medicines? 


•  they  are  now  freely  available  from 
leading  Pharmacies  throughout  the 
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•  they  are  available  on  prescription 
within  the  National  Health  Service 

•  they  are  safe,  non-addictive  and  free 
from  unwanted  side  effects 


•  they  are  prepared  to  impeccable 
standards  of  quality  in  licenced 
laboratories 
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alternative  to  conventional  medicines 
by  millions  of  people  throughout  the 
world  for  more  than  150  years 
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A  wish  to  know 

We  wonder  whether  the  Pharmaceutical  Services 
Negotiating  Committee  has  been  wise  to  issue  no 
statement  at  all  on  the  outcome  of  their  representatives' 
meeting  last  week  with  Department  of  Health  officials.  It 
is  understandable  that  they  should  wish  to  communicate 
the  facts  to  the  whole  PSNC  first — we  believe  that  at 
the  time  of  going  to  press,  nothing  in  writing  has  reached 
its  members — but  some  points  seem  to  have  "leaked", 
and  our  inquiries  suggest  that  they  are  far  from 
representative  of  the  whole  picture. 

It  is  understandable,  of  course,  that  contractors 
should  be  asking  questions,  knowing  that  the  meeting 
was  to  take  place,  and  in  the  absence  of  a  positive 
statement  rumours  are  bound  to  start.  C&D  prefers  not 
to  print  anything  that  cannot  be  substantiated, 
though  it  does  not  take  much  imagination  to  realise  that 
any  decisions  taken  on  the  Franks  panel  recommendations 
are  likely  to  be  of  equivalent  complexity  to  the  report 
itself.  Thus  we  are  unable  even  to  state  whether  last 
week's  meeting  was  "satisfactory"  or  "unsatisfactory" 
and  can  only  advise  contractors  to  "wait  and  see" — 
and  not  to  listen  to  gossip! 


It's  a  winner 


One  of  the  more  pleasing  "side  effects"  of  the  first 
Chemist  &  Druggist  Assistant  of  the  Year  Competition 
(p931 )  has  been  the  way  pharmacy  customers  have  taken 
an  interest  in  the  success  of  the  finalists.  It  is  confirmation, 
if  confirmation  was  needed,  of  the  personal  relationship 
that  exists  between  a  pharmacy  and  many  of  the  customers 
who  pass  through  its  doors — a  relationship,  based  on 
trust,  which  provides  opportunities  for  professional  advice 
to  be  sought  and  offered. 

But  such  "high"  thoughts  were  far  from  our  minds  at 
last  week's  final:  there  a  spirit  of  friendly  competition 
prevailed  and  all  the  contestants  seemed  determined 
to  enjoy  their  day  out,  with  the  £1,000  and  runner-up 
prizes  regarded  by  many  as  a  "bonus".  C&D,  and  the 
joint  sponsors  of  the  competition,  NPA  Products,  have 
been  delighted  with  the  high  standards  set  at  both  the 
regional  and  the  national  finals  and  we  hope  the 
competition  itself  will  help  to  confirm  to  assistants  the 
valuable  part  they  can  and  do  play  in  the  running  of 
a  successful  pharmacy. 

Our  thanks  to  those  companies  and  wholesalers  which 
have  assisted  in  the  competition  are  recorded  elsewhere 
in  this  issue,  but  two  remain  to  be  made.  First  we  want 
to  thank  the  employers  of  all  our  finalists — for  encouraging 
them  to  enter,  for  helping  them  to  attend  and,  particularly 
at  the  national  final,  releasing  them  from  shop  duties 
for  the  day.  Finally,  we  must  thank  the  contestants 
themselves,  not  merely  those  who  won  through  and  took 
the  prizes,  but  all  those  who  entered  but  were 
unsuccessful. 

Our  message  is:  Don't  be  discouraged — you  may  have 
better  luck  next  time. 
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P&G  recommended 
prices  to  stop 


Procter  and  Gamble  are  to  cease  recom- 
mending retail  prices  for  their  brands 
from  December  31.  From  the  same  date 
price  messages  will  not  be  printed  on 
pack. 

The  company's  decision  to  simplify 
promotions  follows  trade  and  consumer 
opposition  to  almost  continuous  use  of 
printed  prices  on  packs  and  the  resulting 
instore  pricing  complexity.  In  addition, 
from  January  1,  1980,  the  soap  and 
detergent  industry  agreement  limits  price 
packs  to  no  more  than  50  per  cent  of 
total  shipments  of  any  brand  size  in  any 
year. 

Procter  and  Gamble  say  case  prices  of 
normal  packs  will  be  competitive  and 
offered  to  all  customers  on  a  non-dis- 
criminatory basis. 

Multiples  increase 
their  dominance 

Large  multiple  retail  stores  have  increased 
their  dominance  in  the  High  Street 
according  to  the  latest  retail  industry 
figures  published  by  the  Government. 
Although  the  1978  figures  are  not  directly 
comparable  with  previous  years,  due  to 
some  changes  in  the  statistical  criteria, 
they  show  that  while  total  retail  sales 
rose  by  14.5  per  cent  to  £44, 746m,  the 
turnover  of  large  multiples  rose  by  18  per 
cent  to  £23,978m. 

The  figures  show  that  the  large 
multiples'  increasing  share  of  the  total 
market,  now  nearly  54  per  cent,  has  been 
at  the  expense  of  small  multiple  and 
single  outlet  traders.  Gross  profit  margins 
as  a  percentage  of  turnover  have  changed 
little  on  1976  and  1977  levels  at  around 
27.5  per  cent. 

Complete  figures  and  comparisons  with 
1976  and  1977.  using  the  new  classifica- 
tion rules,  will  be  published  by  the 
Government  in  the  New  Year. 

Coupons  popular 
still:  value  up  36pc 

Coupons  redeemed  through  the  National 
Pharmaceutical  Association's  Coupex 
service  in  1978  fell  slightly  below  the 
one  million  peak  of  the  previous  year, 
but  figures  for  early  1979  do  not  suggest 
any  general  decline. 

According  to  the  NPA's  Annual 
Report  1978-79,  face  values  increased 
by  36  per  cent  during  the  year  to  give 
a  new  high  of  11. 3p  per  average  coupon 
— "far  too  much  for  members  to  leave 
coupons  lying  around  against  the  uncer- 
tain prospect  of  a  representative's  visit." 

The  report  comments  that  the  NPA's 
pharmacy  planning  department  has  been 
under  heavy  pressure  in  recent  months 
because  members  are  realising  there  is 


little  time  left  for  modernisation  for  the 
eighties  at  the  prices  of  the  seventies. 
"The  message  is  that  members  of  the 
public  have  become  attuned  to  shopping 
in  modern,  light  and  well  laid-out 
premises  and  cannot  be  expected  to 
enjoy  paying  what  they  think  are  high 
prices  in  premises  that  look  'tatty'." 

The  report  warns  that,  although  a  Bill 
to  extend  Sunday  trading  fell  with  the 
April  dissolution  of  Parliament,  mem- 
bers should  not  be  "so  optimistic  as  to 
assume  that  the  matter  is  now  dead. 
There  are  too  many  interests  involved." 
The  NPA  board  will  keep  a  watchful 
eye  on  developments. 

Photo  code  relaxed 
on  D&P  details 

The  Code  of  Practice  for  the  Photo- 
graphic Industry  has  been  amended  to 
relieve  retailers  of  the  obligations  to  pro- 
vide certain  information  to  customers 
bringing  in  film  for  processing. 

In  the  Code  as  drafted  (C&D  April  7) 
the  retailer  was  expected  to  provide  a 
receipt  recording  the  type  and  size  of 
any  transparencies  and  prints  ordered  and 
the  date  by  which  the  order  will  be  ready 
for  collection.  "The  name  and  address  of 
the  company  responsible  for  processing 
film  will  be  made  known,  or  displayed, 
so  that  the  consumer  knows  who  is 
dealing  with  his  film." 

The  replacement  paragraph  in  the  Code 
reads:  "Customers  will  be  provided  with 
a  receipt  which  will  identify  the  order 
left  with  the  retailer.  They  should  be 
given  an  estimated  date  by  which  time 
their  orders  will  be  ready  for  collection. 
The  name  and  address  of  the  company 
responsible  for  processing  the  film  will 
be  made  known  to  the  consumer  if 
requested." 

The  Code  was  prepared  in  consultation 
with  the  Office  of  Fair  Trading  by  organi- 
sations in  the  photographic  industry  and 
retailing,  including  the  National  Pharma- 
ceutical Association. 

'No'  to  pharmacy 
petition  on  sanpro 

A  pharmacist  who  was  campaigning  for 
the  abolition  of  VAT  on  sanpro  products 
has  received  a  letter  from  HM  Customs 
and  Excise  reaffirming  that  there  is  un- 
likely to  be  any  change  in  the  law. 

Mrs  M.  E.  Jones  sent  a  petition  of  100 
signatures  collected  at  Queen  Street 
Pharmacy,  Southwold,  Suffolk,  to  the 
Prime  Minister.  The  reply,  from  the  VAT 
administration  directorate,  pointed  out 
that  VAT  was  not  a  tax  on  luxuries  or 
less  essential  articles  but  a  broadly  based 
tax  with  strictly  limited  reliefs  on  some 


of  the  main  items  important  in  family 
expenditure. 

"Sanitary  protection  is,  of  course, 
recognised  to  be  a  necessity  for  personal 
hygiene  but  so  are  many  other  items," 
the  letter  reads.  "It  would  be  extremely 
difficult  to  grant  a  special  relief  for  one 
item  of  this  kind  without  giving  rise  to 
claims  for  similar  treatment  for  other 
goods,  and  such  a  process  would  lead 
inevitably  to  many  anomalies  and  a  signi- 
ficant loss  of  revenue  from  the  tax." 

Mrs  Jones  told  C&D,  "We  urge  every- 
one interested  to  keep  reminding  their 
MP  that  we  do  not  intend  to  take  'No' 
for  an  answer.  After  all,  women  have  a 
powerful  vote." 

NCR  study  tour 

NCR  Ltd  are  organising  a  12-day  study 
tour  of  the  west  coast  of  the  United 
States  to  examine  future  trends  in  retail 
merchandising,  marketing  and  manage- 
ment next  March  and  a  three  day  MMM 
seminar  in  Majorca  in  April. 

The  study  tour  will  visit  shopping 
malls,  supermarkets,  catalogue  show- 
rooms, department  stores,  do-it-yourself 
stores,  home  centres  and  speciality  shops 
in  San  Diego,  Los  Angeles  and  San 
Francisco.  It  will  also  include  a  two 
day  international  seminar  in  San  Diego. 

Departure  will  be  from  London  on 
March  16,  returning  on  March  27.  The 
price  (£888),  includes  air  travel,  accom- 
modation, seminar  fee  and  certain  meals. 

The  seminar  will  be  repeated  on  April 
21-23  in  Palma,  Majorca.  The  cost  (£299) 
includes  air  travel,  accommodation,  all 
meals  and  seminar  fees.  Further  informa- 
tion is  available  from  Mr  Gordon 
Makins,  NCR  Ltd,  206  Marylebone  Road, 
London  NW1. 


Edward  Neal  MPS,  of  Neal  Hemel  Chemists, 
Hemel  Hempstead,  emerged  from  hospital 
recently  to  find  that  for  the  first  time  in 
his  life  he  had  won  a  competition.  The 
competition — "get  clean  away" —  marked 
the  launch  of  new  Steradent  Deep  Clean, 
Mr  Neal  (centre)  is  pictured  receiving 
his  £500  holiday  voucher  from  Reckitt 
Products  area  manager,  Alan  Pegg  (right) 
and  area  representative  Ray  Storey  (left) 
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Mr  Robert  Saunderson,  MPS  (centre)  and  his  wife,  Mary,  of  Reading,  Berkshire,  are 
pictured  receiving  their  holiday  tickets  from  Mr  John  Speller,  sales  manager  for 
Sangers.  Mr  and  Mrs  Saunderson  won  a  competition,  sponsored  by  Classic,  the  new 
after  shave  from  Imperial  Leather,  in  conjunction  with  Sangers.  They  chose  a  weekend 
holiday  for  two  in  Geneva  as  their  prize.  Pictured  with  them  (right),  is  Mr  Reg  Best, 
national  chemist  executive  of  Cussons  UK  Ltd 


Household 
medicine 
spending 
falls  by  1p 

The  average  family  expenditure  on  medi- 
cines and  surgical  goods  per  week  during 
1978  was  29p,  a  decrease  of  lp  on  1977 
and  representing  0.4  per  cent  of  the  total 
£80.26  spent.  The  average  net  income 
for  the  same  period  was  £87.42,  according 
to  the  Family  Expenditure  Survey  1978 
(HM  Stationery  Office.  £6.50)  published 
last  week.  The  pattern  of  expenditure  has 
changed  little  from  1977. 

Spending  on  toilet  requisites,  cosmetics 
etc,  averaged  83p  (1  per  cent),  9p  up  on 
1977  and  optical  and  photographic  3 1  p 
(0.4  per  cent),  lp  down.  Spending  on 
toilet  requisites,  cosmetics  etc,  rose 
approximately  with  the  income  of  the 
household,  but  expenditure  on  the  other 
two  categories  fluctuated  between  income 
groups. 

Regionally,  the  highest  spending  on 
medicines  and  surgical  goods  occurred 
in  the  south  east  at  34p  (2p  down  on 
1977)  and  the  lowest  in  Scotland  and 
Northern  Ireland  at  23p  (5p  up).  For 
toilet  requisites,  cosmetics  etc.  Greater 
London  expenditure  was  highest  at  89p 
(9p  up  on  the  south  east  in  1977)  and  the 
south  west  was  lowest  at  70p  (8p  up). 
Greater  London  again  led  the  field  in 
optical  and  photographic  goods  at  48p 
(7p  up  on  1977)  and  Northern  Ireland 
spent  the  least  with  6p  (12p  down). 

Medicines  and  surgical  goods  include: 
NHS  charges  for  prescriptions,  appliances 
and  spectacles;  medicines,  lotions,  surgical 
goods,  dressings  and  appliances  (not 
NHS).  Toilet  requisites,  cosmetics,  etc 
include:  cosmetics,  toilet  soap,  toilet 
paper,  shaving  soap,  razors,  toothpaste, 
toothbrushes  and  hair  brushes  etc. 

Criticism  of  mouth 
product  claims 

An  expert  advisory  committee  has  found 
that  peroxide  is  the  only  substance  that 
can  be  used  safely  and  effectively  to 
clean  injuries  of  the  mouth  and  gums 
caused  by  accidents,  minor  dental  sur- 
gery or  by  dental  or  orthodontic  applian- 
ces, the  United  States  Food  and  Drug 
Administration  reported  recently. 

The  panel  report,  part  of  the  FDA's 
review  of  drugs  sold  without  prescrip- 
tion, found  that  no  ingredients  were 
effective  for  the  healing — as  contrasted 
with  the  cleansing — of  mouth  injuries 
and  felt  that  additional  testing  was 
needed  to  demonstrate  effectiveness  of 
products  as  healing  agents. 

The  panel  urged  that  claims  made  for 
mouth  injury  drugs  be  modified  to  make 


it  clearer  to  the  consumer  what  the  pro- 
ducts can  accomplish.  For  example,  it 
said  that  mouth  conditions  such  as 
periodontal  disease  and  ulcers  cannot  be 
self-diagnosed  by  the  consumer  and  that 
others,  such  as  canker  sores,  could 
indicate  serious  disease  requiring  pro- 
fessional attention.  In  objecting  to  claims 
now  being  made  on  the  labels  of  mouth 
injury  products,  the  panel  stressed  that 
pain  relief  is  not  a  direct  benefit  of  the 
drugs  and  therefore  recommended  that 
claims  such  as  "relieves  pain"  should  not 
be  permitted. 

'Exposure'  of  drug 
industry  'secret' 

The  Daily  Telegraph  this  week  drew 
attention  to  "a  well-kept  secret  of  the 
pharmaceutical  industry" — that  com- 
panies making  "cheaper  copies"  of  brand- 
named  drugs  often  make  the  branded 
product  as  sub-contractors  for  the  "big- 
name  manufacturers". 

The  branded  price  is  often  at  least 
twice  the  unbranded,  writes  R.  Barry 
O'Brien,  author  of  the  article.  "The  public 
at  large  is  unaware  of  the  practice  but  it 
is  an  open  secret  in  the  trade.  The  prac- 
tice gives  the  lie  to  propaganda  by  brand- 
leader  companies  suggesting  that  doctors 
can  safely  prescribe  brand  names  only 
because  unbranded  cheaper  versions  of 
the  drug  may  be  inferior. 

"The  implication  is  that  other  manu- 
facturers cannot  be  trusted  to  make  the 
drugs  properly.  But  the  big  manufacturers 
do  not  seem  to  believe  this  because  they 
use  the  manufacturing  facilities  of  the 
small  firms  themselves." 

The  author  quotes  Thomas  Kerfoot 
and  Arthur  H.  Cox  as  generic  manufac- 
turers who  help  out  the  "big-name 
manufacturers"  when  they  have  problems 
with  production  capacity. 


Industry  aid  guide 

A  brief  guide  to  Government  incentives 
for  businesses  in  the  UK  has  been  pub- 
lished by  the  Institute  of  Chartered  Ac- 
countants in  England  and  Wales.  The 
book  discusses  Government  policy  and 
its  effect  on  business  decisions,  and  in- 
cludes sections  on  sources  of  finance, 
locational  and  tax  incentives,  research 
and  development,  training,  marketing  and 
distribution. 

A  checklist  assists  in  identifying 
schemes  which  may  be  relevant  in  indi- 
vidual circumstances  and  guidance  on 
preparing  a  submission  for  finance  or 
aid  is  given. 

"Financial  Assistance  for  Industry  and 
Commerce  in  the  UK"  (£3.95)  by  Peat 
Marwick.  Mitchell  &  Co.  is  available 
from  the  Publications  Department. 
ICAEW,  PO  Box  433.  Chartered  Accoun- 
tants' Hall.  Moorgate  Place,  London 
EC2P  2BJ. 

Healthy  growth  for 
toiletry  companies 

Toiletry  and  cosmetic  manufacturers  and 
distributors  have  a  healthy  growth  rate 
despite  an  inflationary  raw  materials  mar- 
ket according  to  a  recently  published 
survey.  Inter  Company  Comparisons  Ltd 
say  that  93.75  per  cent  of  the  quoted 
companies  surveyed  and  69  per  cent  of 
unquoted  companies  expanded  turnover 
in  a  recent  twelve-month  period. 

The  survey  covers  194  companies  (16 
quoted)  listed  in  alphabetical  order  and 
gives  their  turnover,  total  assets,  current 
liabilities,  pre-tax  profits  and  payments 
to  directors,  as  available  from  the  latest 
accounts  filed  at  Companies  House.  The 
toiletry  and  cosmetic  financial  survey 
(£38.80).  is  available  from  ICC  House. 
81  City  Road,  London  EC1Y  1BD. 
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Oxygen  pay 
increased 
in  Scotland 


Revised  rates  for  oxygen  delivery  in  Scotland 

1.  Delivery  of  set  and  cylinders  or  of  replacement  set 


From 

From 

From 

Mav 1  1979 

■via w  if  ■  w ■  j 

June  1  1979 

Julv  1  1979 

UUIJ    If    Iwl  v 

£ 

£ 

£ 

Per  return  iournev 

fl        fl      ICIUI  II     JVUI  II     J  ' 

Up  to  and  including  5 

miles  each  way 

3.04 

3.10 

3.12 

Over  5  and  up  to  10 

miles 

5.58 

5.75 

5.81 

Over  10  and  up  to  15 

files 

8.13 

8.41 

8.51 

Over  15  and  up  to  20 

miles 

10.67 

11.06 

11.20 

Higher  mileages 

0.25  per  mile  0.27  per  mile  0.27  per  mile 

(0.50  per 

(0.54  per 

(0.54  per 

return  mile) 

return  mile) 

return  'mile) 

2.  Delivery  of  cylinders  (when  not  in  conjunction  with  a  set),  collection  of  a  set  and 
cylinders  at  the  end  of  treatment;  second  journey  to  collect  set  and  cylinders  at  end 
of  treatment  when  first  journey  was  ineffective. 


From 

From 

From 

May  1, 1979 

June  1, 1979 

July  1, 1979 

£ 

£ 

£ 

Per  return  journey: 

Up  to  and  including  5  miles  each  way 

1.50 

1.56 

1.58 

Over  5  and  up  to  10  miles 

3.91 

4.08 

4.14 

Over  10  and  up  to  15  miles 

6.47 

6.75 

6.85 

Over  15  and  up  to  20  miles 

9.01 

9.40 

9.54 

Higher  mileages 

0.23  per  mile  0.24  per  mile 

0.25  per  mile 

(0.46  per 

(0.48  per 

(0.50  per 

return  'mile) 

return  mile) 

return  mile) 

Revised  rates  of  payment  for  oxygen 
prescriptions  dispensed  in  Scotland  have 
been  agreed.  The  rates,  effective  from 
May  1,  1979,  are  as  follows: 
Hire  rentals  Annual  payment  of  £9  for 
each,  lightweight  single  unit  set  specifica- 
tion 01  held  by  the  chemist  and  author- 
ised by  the  Board,  payable  at  £0.75  per 
month.  Annual  payment  of  £1.68  per 
stand  held  by  the  chemist  and  authorised 
by  the  Board,  payable  at  £0.14  per 
month  (unchanged). 

Fees  £10.76  per  set  prescribed.  (Two 
"Edinburgh"  masks,  specifications 
02B(ii)  (a)  and,  unless  prescriber  in- 
dicates that  one  is  not  required,  a  cylinder 
stand  for  each  set  loaned.)  £1.20  per 
cylinder  prescribed. 

Urgent  fees  Between  the  time  the  pre- 
mises close  for  dispensing  and  midnight 
and  between  9  am  and  midnight  on  Sun- 
days and  Public  Holidays,  if  the  pre- 
scription is  endorsed  "urgent"  by  the 
prescriber  £2.11  (not  delivered  by 
chemist),  £3.18  (delivered  to  patient's 
home).  Between  midnight  and  the  time 
the  premises  open  for  dispensisng  or  9 
am  on  Sundays  and  Public  Holidays,  if 
the  prescription  is  endorsed  "urgent"  by 
the  prescriber  or  endorsed  "Dispensed 

urgently  at    am  (date)"  by  the 

chemist  and  signed  by  the  patient  (or 
his/her  representative)  £4.25  (not  de- 
livered), £6.36  (delivered). 
Delivery  allowances  See  table  above. 

Reminder  about 
metric  regulations 

Metric  regulations  for  packaged  goods 
sold  in  the  UK  still  apply  despite  the 
announcement  by  Mrs  Sally  Oppenheim, 
Minister  for  Consumer  Affairs,  that  the 
Metrication  Board  will  close  down  in 
April  1980. 

Current  regulations  state  that  metric 
and  imperial  units  must  appear  on  labels 
and  with  effect  from  December  31,  1979 
metric  units  must  be  indicated  while 
imperial  units  may  be  shown.  Perfumes 
and  toilet  preparations  (except  soaps)  are 
presently  exempt  from  these  regulations 
and  may  show  metric  or  imperial  units, 
but  from  the  end  of  the  year  this  exemp- 
tion ends. 

Reacting  to  Mrs  Oppenheim's 
announcement,  Mr  James  Howard, 
United  Glass,  said  many  people  have  been 
uncertain  of  the  legal  position  regarding 
package  markings  since  the  Minister's 
announcement.  He  is  disappointed  that 
the  option  to  show  imperial  units  after 
December  31  has  been  made  available — 
"the  period  of  uncertainty  and  consumer 
confusion  will  only  be  prolonged  by 
packers  who  continue  to  dual  mark  after 
January  1,  1980." 
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Revlon  fail  again 
with  injunction  bid 

An  application  by  four  companies  in  the 
Revlon  group  for  a  pre-trial  injunction 
against  Rayburn  Trading  Company  Ltd, 
one  of  13  defendants  in  the  current  High 
Court  "parallel  selling"  case,  was  dis- 
missed with  costs  by  a  High  Court  judge 
last  week. 

Previously,  the  Court  of  Appeal  had 
held  that  Revlon  were  not  entitled  to  a 
pre-trial  injunction,  stopping  Cripps  & 
Lace  and  Express  Ltd,  two  more  of  the 
defendants,  selling  Revlon  trade-marked 
goods  made  for  the  US  market  in  the 
UK.  (C&D,  last  week,  p877). 

Revlon,  who  contend  that  imports  of 
their  Flex  shampoo  and  conditioner  in- 
fringe their  trade  mark,  intend  to  seek 
leave  from  the  House  of  Lords  to  appeal 
against  that  Appeal  Court  decision. 

The  judge  said  that  Rayburn  had  made 
every  effort  to  satisfy  Revlon  that  there 
was  no  case  against  them,  since  Revlon 
had  obtained  an  injunction  against  them 
in  their  absence  on  September  27.  Ray- 
burn denied  ever  having  had  any  of  the 
disputed  stocks  of  Flex  and  had  made 
repeated  offers  to  Revlon  of  full  facili- 
ties for  them  to  inspect  their  stock  and 
books. 

There  was  evidence  that  the  injunction, 
continued  by  undertakings,  had  done 
"serious  financial  harm"  to  Rayburn's 
business  in  Revlon  products.  But  Revlon 
had  never  made  any  attempt  to  follow  up 
Rayburn's  open  offer.  As  a  matter  of 
"everyday  justice"  such  conduct  could 
not  be  condoned,  the  judge  said. 

Sunlamp  controls 
introduced  in  US 

The  United  States  Food  and  Drug 
Administration  will  soon  require  sunlamps 
to  include  warning  labels,  goggles,  timers 
and  other  controls  to  protect  users  from 


radiation  injuries  due  to  overexposure. 

Over  7,700  people  were  treated  in  US 
hospitals  last  year  for  sunlamp-related 
injuries,  according  to  the  Consumer  Pro- 
duct Safety  Commission.  Most  of  the 
injuries  were  skin  burns  and  eye  irritation. 

The  safety  standard  applies  to  sun- 
lamps manufactured  after  May  6,  1980, 
and  requires  each  lamp  to  have:  A  timer 
to  turn  off  the  lamp  automatically  after 
ten  minutes  or  less  of  operation;  a 
manual  switch  so  the  lamp  can  be  turned 
off  by  the  user;  a  special  base  for  the 
sunlamp  bulb  so  it  cannot  be  used  in  a 
regular  light  socket;  sufficient  protective 
goggles  so  the  maximum  number  of 
people  recommended  can  use  the  lamp 
safely  at  the  same  time;  labels  advising 
on  safe  use.  The  standard  does  not 
cover  sunlamps  used  in  medicine. 

Origin  labelling  of 
'low  priority' 

The  National  Consumer  Council  believes 
that  further  legislation  on  "country  of 
origin"  marking  should  be  given  no 
greater  priority  than  other  types  of 
labelling  which  may  be  more  directly 
valuable  to  consumers. 

A  recent  survey  showed  that  78  per 
cent  of  adults  want  to  know  where  goods 
are  made,  and  particularly  whether  they 
are  made  in  Britain,  but  when  they  go 
shopping  they  are  influenced  more  by 
price,  what  a  product  is  made  of,  how 
long  it  will  last,  how  much  it  will  cost  to 
run,  and  the  availability  of  spare  parts. 
The  survey  concentrated  on  domestic 
electrical  appliances,  textiles,  footwear 
and  cutlery. 

The  NOC  concludes  that  wider  origin 
marking  would  involve  extending  the 
law:  "It  would  be  hard  to  say  that  such 
an  extension  was  among  consumers'  most 
urgent  concerns  or  that  they  would 
necessarily  make  a  great  deal  of  use  of 
more  information  if  it  were  provided." 
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How  do  you  keep  warm 
before  business  warms  up? 

Its  a  cold  morning. 

It's  cold  enough  getting  to  work,  but  when  you  open  up 
your  business,  its  like  working  in  a  fridge. 

You  can  hardly  expect  your  staff 
to  keep  their  overcoats  on,  and  you 
won  t  make  m  ch  of  an  impression  in 
your  scarf  and  mittens  either. 

And  you're  hardly  likely  to  attract  many 
customers  when  its  as  cold  indoors  as  out. 

So  even  if  you  can  rely  on  some 
form  of  background  heating  for  the 
rest  of  the  day  what  you  need  is  a 
way  of  heating  the  place  up  quickly  to 
keep  yourself  and  your  staff  comfort- 
able, and  to  guarantee  your  customers 
a  warm  welcome. 
Then,  as  soon  as  you  have  attracted 
enough  people  and  business  has  quite  literally 
warmed  up,  you  can  turn  off  or  turn  down  the 
fast-acting  heating  and  save  money 

Your  Electricity  Board  has  the  answer. 
Its  simple  to  install  and  economical.  It  doesn't  depend  on  a  fuel- 
fired  system  where  availability  of  the  fuel  might  be  a  problem. 
And  it  provides  instant  warmth  at  the  flick  of  a  switch,  or  auto- 
matically at  the  command  of  a  timer  or  thermostat. 


nd  out  about  it  now 


If  you'd  like  to  know  what  electric  heating  can  do  for 
your  business,  get  in  touch  with  your  Electricity  Board  now. 

Or  fill  in  the  Enquiry  Service  Card  in  this  publication. 
Or  ask  the  operator  for  Freefone  2284  -  it's  a  completely 
free  service  -  and  talk  to  our  commercial  heating  specialists. 

Or  just  clip  the  coupon,  and  we'll  send  you  full  details. 


To:  The  Build  Electric  Bureau,  The  Building  Centre, 
26  Store  Street,  London  WC1 E7BT 

Name  

Address  


HEATlllCflfflC 

The  Elet  frit  ity  Council,  England  and  Wales  CD4^J 
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DEATHS 

Hackett:  Mr  Douglas  George  Hackett, 
MPS,  Glen  Parva,  Leicester,  who  quali- 
fied in  1920. 

Mr  Cecil  Jacobs,  FPS,  writes:  "It  is 
with  deep  regret  that  I  heard  of  the  pass- 
ing of  'Doug'  as  he  was  known.  He  was 
one  of  our  oldest  members,  having 
attained  his  50  years'  membership  of  the 
Society  several  years  ago  and  was  a 
frequent  attender  at  branch  meetings  until 
ill  health  prevented  him.  He  always 
showed  a  keen  interest  in  all  pharma- 
ceutical matters  and  took  part  in  the 
discussions  in  a  lively,  enthusiastic 
fashion,  and  particularly  with  his  own 
inimitable  brand  of  humour.  His  sound 
judgment  brought  much  common  sense 
to  the  matters  under  discussion.  He  was 
one  of  the  'old  school'  and  was  proud  of 
it  because  of  the  personal  and  thorough 
way  most  tasks  were  performed  in  his 
day.  We  have  lost  a  link  with  the  past, 
and  he  will  be  missed  by  all  who  knew 
him.  Our  sympathy  is  extended  to  his 
daughters  Joy  and  Myrtle  and  to  the 
family." 

Woodward:  On  November  12,  Mr  G.  O. 
Woodward,  founder  of  G.  O.  Woodward 
&  Co  Ltd,  Larkhall  Laboratories,  London 
SW15.  Mr  Woodward's  connection  with 
the  pharmaceutical  industry  began  in  1928 
when  he  joined  A.  J.  White  Ltd  from 
school.  At  their  Coldharbour  Lane  fac- 
tory he  learned  the  practical  side  of 
tablet  making  from  Frank  Smith  who  had 
been  taught  the  "art"  of  Tabloid  making 
at  Burroughs  Wellcome. 

In  1946  he  started  his  own  business  in 
Larkhall  Lane,  Clapham.  with  a  rotary 
tablet  machine  and  a  personally-made 
oven.  Making  mainly  saccharin  tablets  he 
built  the  foundations  of  a  contract 
pharmaceutical  tableting  business. 

In  1950  he  took  over  C.  F.  Abel  Ltd, 
who  were  making  tablets  in  Peckham, 
and  1954  saw  the  manufacturing  facilities 
amalgamated  at  a  factory  in  Brixton. 
Manufacture  of  standard  Formulary 
tablets  was  expanded  through  the  acquisi- 
tion of  Crickmay,  Mathias  and  Peppen 
Ltd  in  1954  and  Matthews  &  Wilson  Ltd 
in  1957.  In  1963  he  purchased  a  factory 
at  Charlbury  in  Oxfordshire,  expanding 
his  company's  packaging  facilities. 

Unfortunately  his  latter  years  were 
marred  by  conflicts  with  the  DHSS 
Medicines  Inspectorate. 

News  in  brief 

□  The  Weights  and  Measures  (Testing 
and  Adjustment  Fees)  Regulations  1979 
(HM  Stationery  Office  SI  1979  No  1359 
£0.30),  increase  the  fees  to  be  paid  for 
testing  or  adjusting  of  weighing  or  mea- 
suring equipment.  They  come  into  force 
on  January  1,  1980. 

□  The  autumn  1979  edition  of  "Whereto 
Buy  Chemicals  and  Plant"  has  been 
published.  The  catalogue  is  an  index  to 
the  principal  sources  of  supply  of  chemi- 
cals, metals,  oils,  plastics,  plant  and 
services.  Available  (£5)  from  "Where  to 
Buy"  Ltd,  Queensway  House,  2  Queens- 
way,  Redhill,  Surrey  RH1  1QS. 


TOPICAL  REFLECTIONS 

by  Xrayser 


Open  wide 

I  have  long  watched,  with  a  mixture  of  incredulity  and  admiration,  the 
way  our  major  manufacturers  cast  around  new  areas  for  development, 
and  then  see,  in  some  modest  bramble  of  a  product,  a  potential  for 
vigorous  growth  into  a  giant-sized  blackberry  tree  .  .  .  nay,  a  veritable 
orchard  full  of  fruits  just  waiting  to  be  grown  and  plucked. 

It  goes  without  saying,  of  course,  that  such  growth  does  not  happen 
of  its  own  accord,  since  it  needs  liberal  quantities  of  manure.  But  since 
my  profits  as  well  as  yours  (and  the  manufacturer's)  depend  upon  sales 
of  innocent  novelties  I  keep  my  cynicism  apart  from  the  men  of 
commerce  who,  wide-eyed  and  "motivated",  sell  their  latest  on  special 
introductory  terms  to  help  me  launch  their  product.  And  it  sells, 
sometimes  so  well  that  within  weeks  of  its  success  being  assured  rival 
companies  rush  to  Nielsens  to  get  the  figures,  then  crash  into 
horticultural  process  to  grow  their  own  hybrid  to  be  marketed  with 
even  more  advertising  and  financial  manure.  A  pressing  need  is  created, 
which  did  not  exist  before.  On  the  face  of  things  it  would  almost  look  as 
though  the  more  one  product  succeeds,  the  more  others  try  to  get  in  on 
the  market,  with  more  advertising  and  promotions  generating  more 
demand,  with  the  sky  the  limit. 

That  is  not  wholly  true,  but  there  is  enough  truth  to  make  us  wonder 
just  how  far  this  new  surge  of  interest  in  mouthwashes  is  going  to  go, 
for  I  was  surprised  at  how  well  Listermint  sold,  when  placed,  at  the 
rep's  request,  with  the  toothpastes  and  brushes.  My  instinct  is  totally 
conservative — not  being  able  to  see  any  good  reason  for  washing  out 
the  mouth  with  antiseptics  when  people  are  in  good  health  and  have 
clean  teeth — unless  the  product  will  reduce  the  smell  exhaled  by  garlic 
eaters,  heavy  smokers  and  the  like? 

Be  that  as  it  may,  it  was  predictable  that  Elida  Gibbs,  one  of  the 
most  thorough  in  the  toiletries  market,  would  want  a  slice  of  the  action, 
particularly  when  their  research  showed  that  50  per  cent  of  customers 
felt  a  need  for  a  breath  deodoriser  that  worked.  I  wonder  what  these 
consumers  consume?  Anyway  we  will  soon  have  to  enlarge  the  space 
next  to  Listermint  to  put  Reply  on  the  market,  where  I  am  convinced  it 
will  fill  a  need,  created  and  sustained.  Only  one  thing  is  missing  (and 
here  I  am  going  to  do  Colgate  Palmolive  a  tremendous  favour).  With 
the  weight  of  30  years  slogan  advertising  for  the  Ring  of  Confidence,  they 
just  have  to  market  the  "active  ingredient"  in  liquid  form  and  call  it 
"Ring  of"  or — even  better — "Confidence!"  (Oh  no,  that's  already  a 
hair  colourant!) 

Frivolting! 

I'm  just  an  idle  frivolous  fellow  really,  for  after  writing  the  last  paragraph 
I  found  myself  thinking  of  all  the  "new  launches"  I  have  seen  in  my 
retail  life.  I  can  still  remember  those  uncomplicated  days  when 
lipsticks  were  numbered  and  powders  came  in  light,  dark  and  medium. 
I  watched  the  proliferation  of  shades  and  textures,  until  finally  I  put 
my  foot  down  on  the  manufacturer  who  introduced  a  fourth  complete 
range  of  lipstick  designed  to  fill  a  need  for  women  with  dry  lustre-less 
lips.  In  those  younger  days  none  of  the  lips  I  looked  at  seemed  to  need 
such  aid. 

Then  came  the  eye  revolution,  Ponds  I  think  being  the  first  to  hit  my 
counter.  And  so  on.  Then  hair,  now  the  mouth  just  about  to  get  the 
treatment.  The  ears  don't  seem  to  offer  much  scope  for  a  complete 
range,  but  after  some  thought  I  have  come  up  with  the  greatest  area 
for  promotion  in  the  20th  century.  You  will  never  guess  .  .  .  it's  the  Nose! 
Yes  folks,  this  is  it.  Just  think.  Perfumed  nose  drops,  mild  antiseptic 
nose  washes,  nose  pore  reducers,  nose  colouring,  nose  hair  removers 
and  finally  from  the  makers  of  cotton  buds  .  .  .  nosebuds,  nosebuds 
all  the  way! 
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e  strong 

advertising 

treatment: 


Strong  advertising  for  strong  medicine. 
You  won't  miss  it  inThe  Sunjhe  News  of  theWorld  and 
Woman's  Weekly,  where  we're  spending  £100,000 
in  January,  February  and  March  of  1980. 

FAMEL. 

The  strong  cough 
treatment. 
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COUNTERPOINTS 


ICML  add  Denman 
to  NPA  range 


Independent  Chemists  Marketing  Ltd  are 
introducing  8  top  selling  styles  of  Denman 
hair  brushes  into  the  NPA  range  of  pro- 
ducts. The  brushes  are  packed  in  con- 
venient sizes  for  members  and  may  be 
ordered  by  individual  styles  to  suit  the 
particular  sales  demand  for  each  chemist 
outlet.  An  introductory  special  offer  com- 
posite pack,  together  with  a  counter  stand 
and  free  hair  brush  (worth  £4.50)  is 
currently  being  offered  to  members  in 
addition  to  an  introductory  bonus.  The 
retail  prices  of  the  brushes  range  from 
£0.65  to  £2.10.  ICML,  51  Boreham  Road, 
Warminster,  Wilts. 

Zorbit  relaunch 


New  packaging  has  been  introduced  for 
the  Zorbit  range  of  baby  products.  The 
terry  towelling  baby  bath  robe  is  white 
with  a  pale  gold  binding  and  measures 
approximately  80  x  80  cms.  The  baby 
towel  also  white,  is  60  x  120  cms.  Both 
products  are  50  per  cent  viloft  and  50 
per  cent  cotton.  The  viloft  inclusion  is 
claimed  to  give  extra  softness  and  faster 
absorbency.  Freshtex,  Celanese  House, 
22  Hanover  Square,  London  W1A. 

Two  from  Quant 

Following  the  relaunch  of  the  skin  care 
range  this  year  Mary  Quant  Cosmetics 
riave  introduced  two  new  products.  The 
first  is  a  cream  designed  for  use  on  the 
delicate  eye  area  (£3.75)  and  the  other 
enriched  night  cream  (£3.75).  Mary 
Quant  Cosmetics  Ltd,  Smith  &  Nephew 
Cosmetics  Ltd,  Hook  Rise  South,  Sur- 
biton,  Surrey. 

groceries  for  Kleenex 

Television  personality  Jimmy  Savile  is 
ndorsing  a  "Natural  savers"  promotion 
or  Kleenex  soft  white  tissues  and  bright 
ic  beautiful.  Shoppers  will  be  offered  £1 
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worth  of  money-off  coupons  for  mainly 
grocery  products  in  exchange  for  two 
proof-of-purchase  "tear-outs".  Packs  give 
full  details  of  the  promotion,  and  illu- 
strate each  of  the  19  products  featured. 
The  promotion  runs  until  April  30,  1980. 
All  applications  for  the  offer  can  be  sent 
Freepost.  Kimberly-Clark  Ltd,  Lark- 
field,  Nr.  Maidstone,  Kent. 

The  "mane"  event 

A  range  of  French  beauty  additives  has 
been  launched,  based  on  ANP,  an 
extract  from  the  fatty  tissue  of  horse's 
mane,  which  will  "strengthen  and  nour- 
ish the  nails"  and  "provide  for  a  maxi- 
mum of  stimulation  and  regeneration  in 
the  root  of  the  hair",  according  to 
Asepta. 

Ecrinal,  from  the  Asepta  laboratories 
in  Monaco,  is  being  launched  by  Anglo- 
Swiss  Pharmaceuticals.  There  are  four 
shampoos  (125ml,  £2.25) — dandruff,  oily 
and  dry  hair,  and  frequent  use;  eyelash 
oil  (12ml,  £2.25);  cream  for  weak,  brittle 
and  split  fingernails  (20ml,  £2.95)  and 
nail  strengthener  (12ml,  £2.35).  Anglo- 
Swiss  Pharmaceuticals  Ltd,  19  Powis 
Terrace,  London  Wll  1JJ. 


Woltz  Italiana 
on  display 


italiana 
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Pictured  above  is  one  of  the  new 
display  units  for  Woltz  Italiana  nail 
products,  now  being  distributed  by 
Franchise  Fragrance  &  Cosmetic 
Distributors  (UK)  Ltd. 


Dig  this 


Following  the  on-pack  offer  of  a  free 
copy  of  Practical  Gardening  on  Jeyes 
Fluid  earlier  this  year,  a  similar  promo- 
tion has  been  introduced.  Collarettes 
provide  an  introductory  offer  to  the 
Home  and  Garden  Guild,  a  book  club 
run  by  W.  H.  Smith.  This  allows  pur- 
chasers to  obtain  free  (but  50p  postage) 
a  240-page  book,  "Your  Kitchen  Gar- 
den". Jeyes  Ltd,  Brunei  Way,  Thetford, 
Norfolk. 


Two  new  sizes 
of  Partage 

Two  sizes  of  perfume  have  been  added 
to  the  Partage  range  which  is  available 
from  departmental  stores  only.  Consist- 
ing of  four  colognes  and  one  8ml  per- 
fume, the  range  will  be  extended  to  in- 
clude a  15ml  (£19.95)  and  30ml  (£28.95) 
perfume.  Faberge  Incorporated,  Ridge- 
way,  Iver,  Buckinghamshire. 
Eight  pharmacists  were  whisked  off  to  the  sun  as  a  prize  for  winning  the  Beecham 
proprietary  medicines  Badedas  competition.  Hidden  in  the  group  below  are  the  eight 
lucky  winners:  Mr  J.  Taylor  MPS,  from  Milford-on-Sea;  Mr  Sandham  MPS,  Barnsley; 
D.  P.  Prosser  MPS,  Padstow;  Mr  Greene  MPS,  Bournemouth;  Mr  N.  Ferguson  MPS, 
Cumbria;  Mr  Rimer  MPS,  Croydon;  Mrs  Swale  MPS,  Cumbria;  Mr  Schooley  MPS, 
Canterbury;  and  Miss  L.  Whitehead  MPS,  Cheshire. 


4m         O      ,  __<►•*  ^ 


Correction 

Wet  ones  for  baby  (last  week  p884)  are 
priced  at  £1.17  for  70  wipes  and  £1.80 
for  150  wipes.  Sterling  Health,  St  Marks 
Hill,  Surbiton,  Surrey  KT6  4PH. 
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COUNTERPOINTS 


Toilet  tissue  market  grows 
71  pc  in  volume  terms 


The  £165  million  soft  toilet  tissue  market 
has  seen  volume  growth  of  1\  per  cent 
between  January  and  October  compared 
with  the  same  period  in  1978,  according 
to  Kimberly-Clark.  They  say  growth  of 
Kleenex  family  toilet  tissue,  since  re- 
launch, has  "far  outstripped  even  this 
high  market  growth",  and  over  the  year 
has  grown  52  per  cent. 

The  average  brand  share  for  Kleenex 
family  toilet  tissue  for  1978  was  5.2  per 
cent,  rising  to  an  average  8.4  per  cent 
over  the  last  three  months.  Regionally 
average  shares  are:  Yorkshire  10.3  per 


cent,  Tyne  Tees  14.0  per  cent  and  14.3 
per  cent  in  Scotland.  Kimberly-Clark  Ltd, 
Larkfield,  Maidstone,  Kent. 

Leichner  additions 

Leichner  are  adding  a  new  block  mascara 
(£0.95)  which  will  be  available  in  black, 
brown,  navy  and  green.  New  Lip  Dazzle 
(£1.15)  shades  for  autumn  include  red, 
brown,  pink  and  scarlet  rocket.  Straw- 
berry fair  is  a  new  shade  of  cream 
powder  eye  shadow  (£0.91).  L.  Leichner 
(London)  Ltd,  202  Terminus  Road, 
Eastbourne,  East  Sussex. 


EX-LAX 


iP/LLS, 


the  tried  and  trusted  name  in  laxatives 
now  add  even  more  impact  to 
your  selling  with 

BIGGER  THAN  EVER 
ADVERTISING 

in  all  the  major 

NATIONAL  DAILIES 
AND  SUNDAYS 

Thousands  more  potential 
customers  will  see 
bold,  eye-catching  advertisements 

featuringjyg'yy 

SUGAR  COATED 

EX- LAX  PILLS  the  modern, 

precisely  formulated  laxative. 

DON'T  MISS  OUT  ON  THIS 
BIG  NEW  PRODUCT 
STOCK  UP  READY  FOR 
THE  SALES  TO  COME! 


EX-LAX  PILLS  HANDYPACK  Retail  26p.  Trade  £2  03  per  doz. 
STANDARD  PACK      Retail  58p.        Trade  £2.27  per  i  doz. 
Your  local  wholesaler  now  has  stocks,  or  contact ; 
Ex-Lax  Ltd.,  Wokingham,  Berks.  Telephone  (0734)  790345 
a  company  of  Culbro  Corporation  [CulEro) 
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Support  for  two 
LRC  analgesics 

LRC  Products  are  supporting  two  of  their 
pain  relieving  products  this  winter.  EP 
tablets  are  to  be  advertised  for  the  first 
time  ever,  and  Ralgex  is  being  advert- 
ised on  television.  EP  tablets  are  being 
advertised  in  national  women's  magazines 
from  January  to  April.  The  campaign  is 
aimed  specifically  at  teenage  girls,  using 
three  different  advertisements;  a  half  page, 
black  and  white,  comic  strip  advertise- 
ment will  appear  in  teenage  magazines, 
such  as  Jackie,  Love  Affair  and  Loving; 
and  a  full  page,  colour  advertisement  in 
19,  Hers  and  Honey.  A  black  and  white 
advertisement  aimed  at  older  women,  par- 
ticularly mothers  of  teenage  girls,  will 
appear  in  Woman  and  Woman's  Own.  In 
the  year  to  July  1979,  EP  tablets  are 
said  to  have  achieved  a  12  per  cent 
volume  growth  on  the  previous  year. 

Ralgex  is  to  be  advertised  nationally  on 
television  for  three  weeks  from  December 
22.  This  follows  a  national  Press  cam- 
paign in  August  and  LRC  estimate  that 
when  the  television  campaign  is  comple- 
ted, 35  million  adults  will  have  seen  both 
the  advertisements  eight  times  on  aver- 
age. For  the  past  three  years,  volume 
sales  of  Ralgex  have  increased  by  15 
per  cent  each  year,  but  according  to  LRC 
12  per  cent  of  chemists  are  missing  out 
on  these  sales  by  not  displaying  the  pro- 
duct. To  encourage  members  of  the  trade 
to  display  the  Ralgex  range,  a  new  coun- 
ter display  tray  will  be  made  available, 
free,  in  January.  LRC  Products  Ltd,  San- 
itas  House,  Stockwell  Green,  London. 

Braun  meet  Porsche 

Braun  say  that  they  have  allocated  over 
£1  million  to  their  shaver  budget.  They 
have  combined  the  style  of  the  Micron 
shaver  with  the  sleek  lines  of  a  black 
Porsche  911  Turbo  in  their  latest  tele- 
vision commercial.  The  theme  of  this 
commercial  is  the  power,  performance, 
styling  and  reliable  German  technology 
available  from  both  Braun  and  Porsche. 
The  commercial  running  in  all  regions 
at  regular  intervals  in  the  pre-Christmas 
period  is  said  to  have  been  widely  ac- 
claimed. Braun  Electric  (UK)  Ltd,  Dol- 
phin Estate,  Windmill  Road,  Sunbury-on- 
Thames,  Middlesex. 

Vicks  bonus  grocers 

Vicks  are  introducing  a  scheme  to  induce 
grocers  to  display  double  action  or 
original  lozenges.  Until  February  1980, 
Vicks  representatives  will  hand  grocers 
displaying  the  products  an  envelope  con- 
taining up  to  a  £1,000  voucher.  Richard- 
son Merrell  Ltd,  20  Queensmere,  Slough, 
Berks  SL1  1YY. 
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Promotions  drop  in  number 


Across  the  range  of  22  product  categories 
measured  monthly  for  promotional  ac- 
tivity by  M.  S.  Surveys  Ltd,  there  was  a 
decline  of  7  per  cent  during  the  third 
quarter  of  this  year  compared  with  the 
same  period  in  1978.  Confining  the 
comparison  to  the  five  product  categories 
known  as  the  chemist  group,  the  short- 
fall was  much  heavier  at  17  per  cent. 

It  should  be  pointed  out  that  the  22 
product  categories  constitute  the  range 
of  items  sold  by  the  average  sized 
supermarket.  In  effect,  therefore,  the 
chemist  group  performance  covers  the 
health  and  beauty  departments  of  the 
major  chains,  plus  Boots  and  Wool- 
worths,  and  independent  chemist  outlets. 
Included  also  are  cosmetics  and  toiletry 
lines  which  are  not  severely  constrained 
by  franchise  arrangements.  However,  the 
continuous  promotional  activity  carried 
out  independently  by  the  drug  chains  are 
not  brought  within  the  purview  of  M.  S. 
Surveys. 

The  table  sets  out  the  comparative 
situation  for  the  third  quarters  and  the 
consolidated  nine  month  totals: 


1979 


third 

nine 

quarter 

months 

baby  foods 

38 

89 

toiletries 

403 

1186 

cosmetics 

47 

162 

hair  preparations 

and  shampoos 

119 

321 

all  medicinal  products 

22 

49 

Totals 

629 

1807 

baby  foods 
toiletries 
cosmetics 
hair  preparations 
and  shampoos 
all  medicinal  products 

Totals 


1978 
third 
quarter 
26 
501 
79 

146 

5 


nine 
months 
81 
1439 
225 

343 
21 


757 


2109 


For  the  first  three  quarters  of  this 
year  it  can  be  seen  that  only  baby  foods 
and  medicinal  products  have  been  given 
more  promotional  numerical  support 
than  over  the  same  period  last  year.  The 
numerical  qualification  is  important.  The 
M.  S.  Surveys  system  measures  the 
number  of  promotions — adding  one 
month  to  the  next — regardless  of  actual 
expenditure. 

Turning  to  the  comparative  table 
showing  types  of  promotions,  this  is  how 
the  figures  run  for  the  third  quarter, 


taking    all    22  product 

groups 

into 

account: 

1979 

1978 

reduced  price  offer 

955 

1433 

coupon 

684 

489 

self-liquidator 

397 

427 

free  mail-in 

389 

298 

contest 

268 

247 

multi-pack 

124 

138 

give-away 

117 

102 

It  can  be  seen  that  the  league  table 
placing  remains  the  same  although  inevi- 
tably the  actual  figures  vary.  In  the  case 
of  reduced  price  offers  the  difference 
between  1979  and  1978  is  most  noticable 
The  report  believes  that  manufacturers 
are  finding  it  increasingly  difficult  to 
bring  prices  down  while  at  the  same 
time  offering  a  value  margin  of  profit 
for  themselves:  'This  is  especially  the 
case  with  packaged  foods  and  has  led 
supermarket  policies  in  the  direction  of 
placing  greater  future-  emphasis  upon 
promotions  in  the  health  and  beauty 
sectors." 

Products  on  offer 
from  NPA 

The  following  lines  offer  savings  to  both 
retail  chemists  and  consumers  and  are 
available  to  NPA  members  from 
January  1  1980  until  February  2  1980. 
Own  brand  baby  toiletries  including  talc, 
cream,  lotion,  shampoo  and  oil.  Feeders 
and  teats,  Nucross  glucose,  Nuhome  twin- 
pack  toilet  rolls,  nail  polish  remover, 
Lotus  shampoo,  Nusoft  sanitary  belts 
and  Nusoft  nylon  pants,  Hanx  Man- 
size  tissues  and  Nusoft  facial  tis- 
sues. Nuhome  liquids  including  wash- 
ing up  liquid,  pine  disinfectant,  bleach, 
floor  and  wall  cleaner,  cream  cleanser 


and  fabric  conditioner,  methylated  spirits 
and  Hacks,  Victory  V,  and  Valda  pas- 
tilles NPA  Products  Ltd,  51  Boreham 
Road,  Warminster,  Wilts. 

A  close  shave 

Philips  electric  shavers  will  be  featured 
in  three  45-second  commercials,  depic- 
ting people  accidentally  experiencing  a 
"close  shave",  during  January,  1980. 

The  campaign  in  all  areas  except  Eire 
and  the  Channel  Isles  will  cement  Philips 
50  per  cent  brand  share  of  the  electric 
shaver  market,  the  company  says,  as  well 
as  capturing  a  big  slice  of  the  January 
consumer  spending  spree.  Philips  Small 
Appliances,  City  House,  420  London 
Road,  Croydon  CR9  3QR. 

Alka-Seltzer  boost 

With  the  advent  of  Christmas,  the  peak 
period  for  the  sales  of  indigestion  reme- 
dies, Alka-Seltzer  is  being  supported  with 
a  heavy  boost  on  television  backed  up 
by  poster-advertising.  Christmas  point-of- 
sale  material  has  also  been  introduced 
for  Alka-Seltzer  and  Alka- Mints.  Miles 
Laboratories  Ltd,  Stoke  Court,  Stoke 
Poges,  Buckinghamshire. 

Agfa  motor  flash 

"The  smallest  of  its  kind"  is  the  claim 
for  the  Agfamatic  3000  flash  motor 
pocket  camera  with  built-in  electronic 
flash  (selling  price  about  £35). 

Features  include  three  shutter  speeds 
(1/80,  1/120,  and  1/250  sec)  and  three 
diaphragm  settings  (/6.3,  /10,  /15)  chosen 
according  to  film  speed  (set  by  the  film 
cartridge)  and  weather  symbol  slider. 

The  flashgun  has  ranges  of  1.5m  to 
3m  with  64-8  ASA  film  and  1.5m  to  5m 
with  400  ASA,  both  with  1/80  sec  ex- 
posure. Recycling  time  is  about  10-12 
seconds.  Agfa-Gevaert  Ltd,  27  Great 
West  Road,  Brentford,  Middlesex. 


The  Mary  Quant,  "Deadly  Day  and  Night  Shades"  poster  campaign  received  a  special 
commendation  at  a  luncheon  to  announce  the  winners  of  the  1979  marketing  awards 
for  poster-advertising.  The  commendation  came  in  the  food,  toiletries,  cosmetics  and 
pharmaceutical  category  and  framed  certificates  were  presented  to  both  Mary  Quant 
cosmetics  and  their  advertising  agency,  Collett  Dickenson  Pearce 


Deadly  Day 
and  Night 
Shades 
by  Mary. 


I  BlncK,  Green.  Purple  .ind  Brown  from  Miry  Quant 
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UNTERPOINTS 


Pharmaton  products  repacked 
to  meet  eighties  challenge 


Pharmaton  of  Lugano  have  repackaged 
their  skin-care  products  for  the  UK  mar- 
ket to  "meet  the  challenge  of  the  80's." 
The  chemist-only  range  features  skin 
activator,  face  clean,  hair  tonic,  royal 
bath  and  Nail-fit.  The  company  claims 
the  new-look  packs  have  already  met 
with  considerable  success  in  Europe,  and 
is  looking  forward  to  steady  growth  in 
the  UK.  Pharmagen,  Chapel  Street,  Run- 
corn, Cheshire. 

Sangers  offers 
for  December 

Sangers  suggest  that,  to  compete  with 
multiple  traders  during  the  build  up  to 
Christmas  and  for  early  1980  sales,  cus- 
tomers take  advantage  of  their  proposed 
offers  for  December.  These  include: 
Alberto  Balsam  conditioner;  Alka-Seltzer 
tablets;  Allurell  hairspray;  Arrid  roll-on; 
Batiste  shampoos;  Branslim;  Camay 
soap;  Cuticura  soap;  Delph  lemon  skin 
freshener  and  Delph  lemon  cleansing 
milk;  Dextrosol;  Earthborn  shampoo; 
Elnett  hairspray;  Elseve  shampoo;  Eno 
fruit  salts;  Galloways  honey  &  lemon 
and  Galloways  original;  Gillette  Con- 
tour razors,  Gillette  Gil  cartridges  and 
Gillette  disposable  razors;  Handy  Andies; 
Harmony  hairspray;  Imperial  Leather 
soap;  Johnson  &  Johnson  baby  powder; 
Kotex  new  freedom  and  Kotex  Sylphs; 
Libresse  Bodyform;  Lil-lets;  Milupa 
infant  food  and  Milumil;  Napisan;  Night 
Nurse;  Nivea  cream;  Norsca  foam  bath; 

ON  TV 
NEXT  WEEK 

Ln — London.  M — Midlands;  Lc — Lancashire,  Y — 
Yorkshire;  Sc— Scotland;  WW— Wales  and  West; 
So — South;  NE— North-east;  A — Anglia;  U — Ulster; 
We — Westward;  B— Border;   G — Grampian. 
E — Eireann;  CI — Channel  Island. 

Anadin:  All  areas 
Alka  Seltzer:  All  areas 
Askit  powders:  Sc 

Beecham  powders  hot  lemon:  All  except  E 

Buttercup:  M,  Lc,  Y,  Sc,  WW,  NE,  B 

Brobat  Bloo:  All  areas 

Cow  &  Gate:  All  except  U,  E,  CI 

Denim:  All  areas 

Duracell:  All  areas 

Galloways:  Ln,  So,  A 

Head  &  Shoulders:  All  except  E,  CI 

Imperial  Leather  Classic:  All  except  U,  E, 

CI 

Kodak:  All  areas 

Listermint:  Ln,  M,  Lc,  So 

Mac  lozenges:  M,  Lc,  Y,  So,  NE,  A,  We 

Melody:  Sc,  G 

Might  Nurse:  All  except  E 

Oil  of  Ulay:  All  areas 

Owbridges  Cold  Control:  All  areas 

Wondra:  Y,  NE 


Oil  of  Ulay;  Palmolive  rapid  shave; 
Pin-up;  Ralgex  spray,  balm,  stick  and 
embrocation;  Scotties;  Signal;  Silvikrin 
hairspray  and  shampoo;  Star  Wars 
bubble  bath  and  soap;  Supersoft  hair- 
spray and  shampoo;  Sure  deodorant; 
Topex;  Ulay  Night  Care;  Vaseline  In- 
tensive Care  lotion;  Vaseline  petroleum 
jelly;  Vespre;  Wella  Colour  Confidence 
and  Wilkinson  bonded  blades.  Sangers 
Ltd,  Cinema  House,  225  Oxford  Street, 
London  W1R  1AE. 

Gluten-free  fibre 

Welfare  Foods  have  introduced  Rite- 
Diet  processed  soya  bran  (250g,  £0.60) 
into  their  gluten-free  range.  The 
Advisory  Committee  on  Borderline 
Substances  has  yet  to  decide  whether 
the  product  will  be  allowed  on  NHS 
prescription. 

The  company  points  out  that  attention 
to  dietary  fibre  is  particularly  important 
in  gluten-free  diets  because  certain 
cereals,  for  example,  wheat  bran,  must 
be  avoided.  Welfare  Foods  (Stockport) 
Ltd,  63  London  Road  South,  Poynton, 
Stockport,  Cheshire  SK12  1LA. 

Duracell  on  TV 

Duracell  claim  a  huge  success  for  their 
latest  promotion  of  a  50p  cash  refund 
on  two  proofs  of  purchase.  To  capita- 
lise on  the  Christmas  demand  a  na- 
tional television  advertising  campaign 
will  start  on  December  1.  Mallory  Bat- 
teries Led.  Gatwick  Road,  Crawley, 
West  Sussex. 

Electric  Vestric 

Vestric  are  offering  a  selection  from 
Philips  including  the  Philishave  and 
Lady  Shave  range,  hair  driers  and 
single  and  3-heat  electric  blankets.  There 
are  discounts  on  orders  of  six  items  or 
more.  Vestric  Ltd,  Chapel  Street,  Run- 
corn, Cheshire,  WA7  SAP. 


PRESCRIPTION 
SPECIALITIES 

Amikin  vials 

The  Amikin  500mg/2ml  ampoule  has 
been  replaced  by  a  multi-dose  vial  of  the 
same  strength  to  give  greater  dosage 
flexibility  and  to  allow  the  recommended 
dose  of  250mg  for  urinary  tract  infec- 
tions to  be  withdrawn  twice  from  one 
vial  (5,  £50.70  trade).  All  orders  for 
Amikin  500mg/2ml  placed  after  De- 
cember 3  are  being  filled  with  the  new 
vials.  Mead  Johnson  division,  Bristol 
Laboratories  Ltd.  Stamford  House, 
Station  Road,  Langley,  Bucks. 

Uniparin  from  Wedde 

Weddel  Pharmaceuticals  Ltd  have  intro- 
duced Uniparin,  containing  sodium 
heparin  5,000  units  in  a  0.2ml  unit  dose 
syringe  (10,  £0.72  trade).  Also  new  is 
heparin  injection  BP  5,000  units  per 
0.2ml  (5,  £0.36  trade).  Weddel  Pharma- 
ceuticals Ltd,  Wrexham  Industrial 
Estate,  Wrexham,  Clwyd  LL13  9PX. 

Halciderm  change 

The  formulation  for  Halciderm  cream 
has  been  changed  to  provide  improved 
cosmetic  acceptability,  Squibb  say.  The 
propylene  glycol  content  has  been  de- 
creased significantly  in  all  batches  manu- 
factured after  June  1979.  E.  R.  Squibb, 
Reeds  Lane,  Moreton,  Merseyside  L46 
1QW. 

Adsorbotear 
distribution 

Alcon  Laboratories  (UK)  Ltd  are  now 
marketing  Adsorbotear  (Burton  Parsons) 
(15ml,  £1.44  trade)  and  the  distributors 
are  Farillon  Ltd,  Bryant  Avenue,  Rom- 
ford, Essex  RM3  OP  J. 

Sando-K  repack 

Sando-K  is  being  packed  in  a  plastic 
container  (5  x  20).  Formula  and  price 
are  unchanged.  Sandoz  Products  Ltd, 
PO  Box  Hors forth  No.  4,  Calverley  Lane, 
Hors forth,  Leeds  LSI 8  4RP. 

Berk  engraving 

Berkmycen  tablets  will  be  engraved 
Berk  1C5  from  December  January,  and 
Trimopan  tablets  will  be  engraved  Berk 
2H7  from  December.  Berk  Pharmaceuti- 
cals Ltd,  Station  Road,  Shalford,  Guild- 
ford, Surrey  GU4  8HE. 

Progestasert  system 

The  Progestasert  system  is  being  distri- 
buted in  Britain  on  behalf  of  Alza,  by 
Polcrome  Ltd,  7  York  Street,  Twicken- 
ham, Middlesex  TW1  3JZ. 
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Our  Christmas 

presence. 

Your  customers  will  soon  start  looking  for  gifts 
of  quality  and  Christmas  treats  for  the  family.  And  when  they  do, 
make  sure  your  shelves  are  piled  high  with  Imperial  Leather  Talc, 
Bathing  Foam,  Shower  Foam  and  Bath  Cubes.  Because  as  far  as  presents 
are  concerned,  Imperial  Leather's  bathtime  range  really 
makes  it's  presence  felt. 
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yds  back  on  TV 


Starts  January  7th 


Plus  special  display  incentive 

Order  your  display  box  now  on  special 
terms.  All  orders  postmarked  by  21st 
December  will  be  entered  for  a  special  bonus 
draw  in  early  January  The  first  50  drawn 
receive  a  further  Ayds  display  unit  (worth 
£35-88  at  RSP)  absolutely  free  of  charge. 
Plus  extra  display  bonus 

See  details  in  your  display  unit. 


START  SLIMMING  TOOK* 


Please  send  me  Ayds  display  unit/s  at  £24  64  each 

(equivalent  to  12  charged  as  11)  each  containing:- 

My  name  and  address  is 


2  x  Ayds  1  Month  +  2  x  Ayds  2  Week-Vanilla 
2  x  Ayds  1  Month  +  2  x  Ayds  2  Week-Mint 
2  x  Ayds  1  Month  +  2  x  Ayds  2  Week -Coffee 

My  Wholesaler's  name  and  address  is 


Signature  

Ayds  Zero  Rated  VAT.  Send  to:  Cuticura  Laboratories,  Freepost,  Cordwallis  Estate,  Maidenhead,  Berks.  (No  postage  required.; 
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COUNTERPOINTS 


October  was  'busiest  month 
for  promotions 


The  Prompt  report  for  October  shows 
that  it  was  the  busiest  month  yet  with  a 
total  of  191  promotions  in  the  stores 
checked.  This  is  an  increase  of  over  12 
per  cent  on  the  September  level.  Of  these 
promotions  148,  or  77  per  cent,  were 
new;  the  remainder  were  repeats  of  pro- 
motions picked  up  in  previous  months 
in  other  stores,  or  promotions  continuing 
into  another  checking  period.  Promotions 
in  October  can  be  analysed  in  this  way: 


Total 

New 

Repeats 

No 

% 

No 

% 

No  % 

fragrances 

73 

38 

58 

39 

15  34 

make-up 

32 

17 

22 

15 

10  23 

skin  care 

32 

17 

21 

14 

11  25 

men's  preparations 

31 

16 

26 

18 

5  11 

hair  preparations 

1 

0 

1 

1 

general 

22 

12 

20 

13 

3  7 

191 

100 

148 

loo 

44  100 

Fragrances  were  still  the  most  promoted 
category,  accounting  for  38  per  cent  of 
all  promotions  in  October;  make-up  and 
skin  care  accounted  for  34  per  cent,  17 
per  cent  each,  and  men's  preparations 


accounted  for  a  further  16  per  cent. 

A  promotion  presented  with  "panache" 
was  the  promotion  run  by  the  French 
Quarter  for  the  Ted  Lapidus,  Courreges, 
Guy  Laroche  and  Jacques  Fath  fra- 
grances for  men  and  women.  "It  had  a 
very  wide  distribution,  was  efficiently 
organised  in-store  and  received  support 
advertising",  reports  Prompt.  "Another 
promotion  which  stood  out  because  of 
the  careful  thought  which  had  obviously 
gone  into  it  was  the  Madame  Rochas 
"Designer  Box". 

Max  Factor  topped  the  league  with  20 
promotions,  18  of  which  were  new. 
Estee  Lauder's  15  promotions  put  them 
into  the  second  spot.  They  were  followed 
by  Yardley  and  Helena  Rubinstein  with 
13  each.  Full  descriptions  of  each  pro- 
motion are  in  the  October  issue  of 
Prompt  available  from  John  Hogston 
Associates  Ltd,  23  Golden  Square, 
London,  Wl. 


Scholl  give  feet 
an  extra  treat 


CREME 
FGDT 
BATH 

Soothes  tired 
aching  feet 


CREME 
FGDT 
BATH 

I  Soothes  tired 
I  feet 


|  special  rnoistuiiser 
and  skin  softener 


*W  skin  soften^ 


New  from  Scholl  next  spring  will  be  a 
creme  footbath  product  (£0.79).  Scholl 
Creme  Footbath  contains  moisturisers 
and  used  before  a  pedicure  will  help  to 
soften  cuticles  and  nails,  says  the  com- 
pany. It  will  be  available  at  the  end  of 
March  1980.  Scholl  (UK)  Ltd,  182  St 
John  Street,  London  EC1P  1DH. 

Shavemaster  idea 

Sunbeam  Electric  have  re-entered  the  UK 
dry  shaver  market  with  the  Sunbeam 
Shavemaster  SM11,  which  makes  its 
national  debut  at  IDEA  in  January. 


Described  as  a  high-performance, 
mains-operated  model  with  12  stainless 
steel  blades,  arranged  in  two  replaceable, 
self-contained  modules  and  equipped 
with  adjustable  trimmer  and  hair 
groomer,  the  Shavemaster  is  finished  in 
chrome  and  matt  black,  with  a  wood- 
grain  effect  trim.  The  dual-voltage 
Shavemaster  (£34.95)  has  a  one  year 
guarantee  and  comes  in  a  presentation 
box.  Sunbeam  Electric  Ltd,  9  The  Street, 
Ashtead,  Surrey. 

New  Maxi-Dri 

Kimberly-Clarke  are  relaunching  Kleenex 
Maxi-Dri  kitchen  towels  with  a  revised 
pack  and  a  modified  border  design.  Kim- 
berly-Clarke Ltd,  Larkfield,  Kent. 

Odd-job  pack 

Odd-Job,  all  steel,  individually  wrapped 
single  edged  blades  have  been  repack- 
aged, the  price  remaining  unchanged. 
Stocked  by  all  Unichem  branches  they 
are  also  available  direct  from  the  manu- 
facturers. Global  Pharmaceutics  Ltd,  62 
Kenilworth  Road,  Edgware,  Middlesex. 


New  adjustable 
slide  viewer,  from 
Paterson 

A  new  slide  viewer  from  Paterson  Pro- 
ducts offers  adjustable  magnification  by 
moving  one  of  the  two  lenses.  Images  of 
up  to  40x40mm  in  5x5cm  mounts  can  be 
viewed,  although  the  unit  is  primarily 
intended  for  35mm  transparencies.  The 
Magnaview  (£11.76)  is  moulded  in  blue- 
grey  styrene  and  has  acrylic  lenses.  It  is 
powered  by  four  Ull  cells  and  has  a 
0.3  amp  lamp  for  bright  illumination.  A 
hinged  stand  angles  the  viewer  upwards 
when  resting  on  a  table.  Paterson  Pro- 
ducts Ltd,  2  Boswell  Court,  London 
WC1N  3 PS. 

Holiday  closings 

Armour  Pharmaceutical  Co  Ltd:  from 
lpm  Monday,  December  24  until  9am 
Wednesday,  January  2.  Skeleton  staff  will 
be  on  duty  for  urgent  orders  only  from 
December  27*. 

Carnegie   Medical:    from   5pm  Friday, 
December    21    until    9am  Wednesday, 
January  2.  Emergency  supplies  available 
from  Loughborough  (0509)  68181. 
Dendron  Ltd:  from  Thursday.  Decem- 
ber 20  until  Thursday,  January  3. 
Hoechst  UK  Ltd:  from  12pm  Monday, 
December  24  until  9am  January  2. 
ICI  Pharmaceutical  division:  from  close 
of  business  Friday,  December  21  to  start 
of  business  Thursday,  December  27  and 
from  close  of  business  Monday,  Decem- 
ber 31  to  Wednesday,  January  2. 
Fisons  Ltd  pharmaceutical  division:  from 
Friday,  December  21  until  Wednesday, 
January  2.  Emergency  service  on  Lough- 
borough (0509)  63113. 
Kerfoot,    Thomas    &    Co    Ltd:  from 
Thursday,  December  20  until  Wednesday, 
January  2.  Orders  received  after  noon 
on  Thursday,  December  18  cannot  be 
despatched  until  after  the  holiday. 
Paines  &  Byrne  Ltd:  from  4pm  Friday, 
December  21  until  9am  January  3.  A 
skeleton  staff  will  be  available  for  urgent 
orders  on  December  27,  28  and  31  and 
January  2  between  9am  and  noon. 
Ransom,  William  &  Son  Ltd:  from  5pm 
Friday,    December    21     until  8.30am 
Monday,    December   31    and   on  New 
Year's  day. 

Riker  Laboratories:  from  5pm  Friday, 
December  21  until  9am  Wednesday, 
January  2.  Emergency  supplies  can  be 
obtained  by  telephoning  Loughborough 
(0509)  68181. 

Roche  Products  Ltd:  from  lpm  Friday, 
December  21  until  9am  Thursday,  De- 
cember 27  and  on  Tuesday,  January  1, 
re-opening  at  9am  January  2. 
Upjohn  Ltd:  from  4.15pm  Friday,  De- 
cember 21  until  8.30am  January  2. 
*  Emergency  supplies  available  from 
John,  Bell  and  Croyden,  50  Wigmore 
Street,  London  Wl. 
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*  Independent  retail  audit 


The  taste  of  success! 

EUTHYMOL  sales  move  up  again! 


More  and  more  of  your  customers*  are  getting  the 
message  —  Euthymol's  got  taste,  the  taste  that's 
worth  asking  for  by  name  every  time.  Make  sure 
of  your  share  of  our  success  by  keeping 
Euthymol  on  display. 

HALLS  HCIDMCIT,  CHESTNUT  AVENUE,  EASTLEIGH,  HANTS 
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1979 

CHEMIST 
ASSISTANT 
OF  THE  YEAR 


Products 


Midlands  come  out  on  top 
after  a  day  to  remember 


The  1979— and  first— Chemist  &  Druggist 
Assistant  of  the  Year  is  Mrs  Margaret 
Trueman,  who  works  for  Gee  Chemist, 
Bartley  Green,  Birmingham. 

Margaret  won  a  cheque  for  £1,000 
from  the  competition  sponsors,  C&D  and 
NPA  Products,  and  also  took  away  a 
£100  special  Silvikrin  prize  donated  by 
Beecham  Toiletries. 

Second  place  (£500  prize)  went  to 
Lancashire  and  Merseyside  regional  win- 
ner Beryl  Banks  from  David  Anthony, 
Liverpool,  while  the  third  prize  (£250) 
was  won  by  Margaret  Tinsley,  the  North 
Wales  regional  winner  from  E.  Marger- 
rison  &  Co,  Telford. 

Early  start 

Thursday  November  29  dawned  bright 
in  London  and  from  the  early  hours  the 
Sheraton  Skyline  Hotel  near  Heathrow 
Airport  was  alive  with  activity.  First 
Olney  Brothers'  shopfitting  staff  were 
working  feverishly  against  the  clock  to 
erect  pharmacy  wall  and  drawer  units 
which  were  to  play  a  vital  part  in  the 
practical  tests  for  the  finalists. 

Later  they  were  joined  by  staff  from 
Independent  Chemists  Marketing  Ltd, 
who  merchandised  the  units  with  hair 
care  and  dental  products — but  for  once 
what  a  mess  they  made  of  it!  It  was* to 
be  our  contestants'  task  to  identify  the 
faults — stock  unpriced,  no  shelf  tickets, 
product  groups  mixed  up,  poor  use  of 
facings,  unfilled  gaps,  stock  still  in  shrink 
wraps.  (We  didn't  get  an  admission,  but 
we  suspect  that  the  ICML  training  and 
merchandising  experts  actually  ,  enjoyed 
throwing  away  the  rule  book  for.  the 
day!) 

The  rush  was  still  on  as  the  finalists 
started  arriving  by  plane,  train  and  car 
from  all  parts  of  the  UK.  There  was 
time,  however,  to  meet  the  others  and 
freshen  up  in  the  "Courtesy  room  spon- 
sored specially  for  the  occasion  by 
Eylure. 

Next  came  the  formal  welcome  by  Ron 
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Salmon,  Editor  of  C&D,  who  introduced 
the  other  members  of  the  judging  panel — 
Tim  Astill,  deputy  secretary  of  the 
National  Pharmaceutical  Association, 
Charles     Morris-Cox,     ICML's  retail 


development  manager,  and  celebrity  judge 
Wendy  Richards  who,  as  the  vivacious 
"junior"  at  Grace  Brothers,  Miss  Brahms, 
stars  in  the  BBC1  series  "Are  You  Being 
Continued  on  p932 


"Are  You  Being  Served?"  star,  Wendy  Richard,  presents  the  cheque  for  £1,000  to 
Margaret  Trueman.  Looking  on  is  David  Savory,  chairman  of  ICML 
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Second-prize  winner  Beryl  Banks  receives 
her  cheque  from  David  Savory 

Continued  from  p931 

Served?".  Miss  Richard  had  already  con- 
fided that  at  an  early  stage  in  her  career 
she  had  taken  a  cosmetics  manufacturer's 
beautician  course  and  worked  behind  the 
counter  in  a  couple  of  London's  top 
department  stores.  Clearly  our  contestants 
had  an  "expert" — real-life  assistant,  act- 
ress "assistant"  and  knowledgeable  cus- 
tomer— to  put  them  through  their  paces. 

Then,  after  a  draw  for  order  of  appear- 
ance, the  judging  began.  In  morning  and 
afternoon  sessions,  each  of  ten  minutes, 
the  17  finalists  were  asked  questions  on 
a  wide  range  of  customer  relations  and 
product  knowledge  topics.  The  practical 
session  added  photographic  faults  and 
prescription  handling  to  the  merchandis- 
ing posers  already  mentioned. 

Lunch  was  taken  on  the  terrace  of  the 
hotel  pool,  where  contestants,  judges  and 

Ina  Stephen  and  Suzanne  Wharton  sample 
Eylure's  courtesy  room 


A  day  to  remember 


all  concerned  with  the  organisation  were 
joined  by  representatives  of  IOML  whole- 
salers and  members  of  the  ICML  board, 
which  was  holding  its  monthly  meeting 
at  the  hotel  to  coincide  with  the  final. 

At  last  the  tests  were  over,  the  judges 
had  completed  their  deliberations,  and 
everyone  gathered  to  hear  the  results.  But 
first  each  contestant  had  an  opportunity 
to  receive  personal  well-earned  applause 
for  the  effort  they  had  put  into  reaching 


the  final — and  not  just  applause,  because 
there  were  a  few  unexpected  presents  to 
take  away  (see  p940).  Then,  in  true  "Miss 
World"  style,  the  chairman  of  the  judges 
announced  the  three  prizewinners.  It  had, 
he  said,  been  a  very  difficult  decision — no 
contestant  was  the  outright  winner  in 
both  parts  of  the  test  so  that  the  top 
places  had  gone  to  the  very  best  of  some 
exceptional  "all-rounders".  Could  we  ask 
more  of  our  first  Assistant  of  the  Year? 


The  seventeen  finalists 


Beryl  Banks  of  David  Anthony,  Liver- 
pool (Lanes:  Hills  Pharmaceuticals  Ltd). 
Valerie  Bates  of  Hugh  Hitchin  Ltd, 
Nottingham  (North  Midlands:  Richard 
Daniel  &  Son  Ltd). 

Leona  Connolly  of  P.  J.  Kelly,  MPS, 
Dungannon,  co  Armagh  (Northern  Ire- 
land: S.  Haydock  &  Co  Ltd). 
Betty  Greening  of  M.  T.  Foster  Ltd, 
Cullompton,  Devon  (South  West:  Evans, 
Gadd  &  Co  Ltd). 

Barbara  Hammersley  of  P.  Winstanley 
MPS,  Caversham,  Reading  (South  of 
England:  Herbert  Ferryman  Ltd). 
Sheila  Hartley  of  W.  Doherty,  MPS, 
Windermere,  Cumbria  (North  West: 
Ridley  (Wholesale  Chemists)  Ltd). 
Christopher  Johnson  of  Beirne  &  Watts, 
Northampton  (East  Midlands:  E.  H. 
Butler  &  Son  Ltd). 

Julie  Noble  of  Ogston  Chemist,  Inverness 
(North  Scotland:  William  Davidson  Ltd). 
Patrice  Pipe  of  C.  F.  Bull,  MPS,  Had- 
leigh,  Suffolk  (East  Anglia:  Martindale 
Samoore  Ltd). 


Amanda  Reeson  of  G.  Ormay,  MPS, 
Erith,  Kent  (London  &  Home  Counties: 
H.  B.  Dorling  Ltd). 

Rosalie  Robinson  of  J.  Barrit,  Hull 
(Yorkshire  &  Humberside:  Bleasdale 
Ltd). 

Ina  Stephens  of  Winslow  Chemist, 
Motherwell  (Central  Scotland:  Taylor 
(Trongate)  Ltd;  Raimes  Clark  &  Co  Ltd). 
Margaret  Tinsley  of  E.  Margerrison  & 
Co,  Donnington,  Salop  (North  Wales:  L. 
Rowland  &  Co  Ltd). 

Margaret  Trueman  of  Gee  Chemist,  Bart- 
ley  Green,  Birmingham  (Midland  &  East 
Wales:  Macarthys  Ltd). 
Ursula  Webb  of  Raydales  Chemist,  South 
Shields,  Tyne  &  Wear  (North  East:  Hall 
Forster  &  Co  Ltd). 

Suzanne  Wharton  of  Homes  Dispensing 
Chemists,  Holme,  Manchester  (Greater 
Manchester:  H.  B.  Dorling  Ltd). 
Valerie  Wild  of  Allan  J.  Marks 
(Chemists)  Ltd,  Silsden,  Keighley  (West 
Yorkshire:  Bradford  Chemists  Alliance 
Ltd). 


Judges  Wendy  Richard,  Tim  Astill,  Charles  Morris-Cox  and  Ron  Salmon  prepare 
questions  for  the  oral  and  practical  tests 
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The  hotel  pool  terrace  provided  an  almost  "tropical"  atmosphere  for  lunch  and  relaxation.  In  the  lower  pictures-  Patrice  Pipe  and 
Amanda  Reeson;  Rosalie  Robinson,  Beryl  Banks  and  Valerie  Wild 


orling  nv.MacartMs 

MARTINDALES  ^ 


would  like  to  congratulate 

Mrs  Margaret  Trueman  of 

Gee  Chemist,  1  Curdale  Road, 
Bartley  Green,  Birmingham  B32. 

on  winning  the  Grand  Final  of  the  Chemist  Assistant  of  the 
Year  Competition  held  on  29th  November,  1979 


iNUMARKl  Dis1™!?ytors  fo\  NUMARK 

and  NPA  Products.  W 


..CHEMIST. 


8  December  1979 


Chemist  &  Druggist  933 


chemist  assistant 

of  this  year 
and  every  year 

X  NPA  PRODUCTS 

National  retail  sales  in  excess  of  £7miIIion  per  annum 


Make  the  most  of  your  own 

dusive  brands... 
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Customers  back 
the  finalists 


What  came  through  most  strongly 
when  talking  to  all  the  finalists  for 
the  C&D  Chemist  Assistant  of  the  Year 
title  is  what  thoroughly  nice  people  are 
attracted  to  working  in  a  pharmacy. 

Most  noticeable  was  the  high  degree  of 
loyalty  displayed  by  the  assistants,  many 
of  whom  had  joined  their  pharmacy 
straight  from  school  and  never  thought 
of  moving  since.  Another  prominent  trait 
of  nearly  all  finalists  was  their  caring 
interest  in  their  customers.  Most  deal  with 
regular  customers  and  all  regard  them 
as  friends.  And  judging  by  the  interest 
displayed  in  the  competition  by  these 
people,  the  feeling  must  be  totally 
reciprocated. 

Enjoy  competing 

The  majority  of  contestants  had  not 
considered  what  they  would  do  with  the 
money  were  they  to  win,  and  most  said 
they  were  just  enjoying  the  experience  of 
competing,  meeting  finalists  from  other 
parts  of  the  country  and  swapping  stories 
with  them.  Another  constant  theme  was 
the  surprise  expressed  at  the  difficulty  of 


dealing  with  what  were  normally  day-to- 
day problems  in  a  "stress"  situation. 
Many  found  it  difficult  to  put  into  words 
actions  which  would  come  naturally  to 
them  in  the  course  of  a  working  day. 

CtfeD's  Beauty  Editor  talked  to  the 
contestants  between  "bouts",  so  let's  listen 
to  some  of  their  own  impressions  of  the 
day.  Taking  the  contestants  in  alpha- 
betical order  we  start  with  Beryl  Banks 
(our  eventual  runner-up)  who  told  us 
how  lucky  she  was  because  she  never  fell 
ill  and  so  hadn't  had  a  day  off  in  her  life. 
But  she  did  add  that  she  now  has  bunions 
on  both  feet  and  felt  that  she'd  probably 
get  terribly  ill  all  at  once!  "It's  nice 
though  for  your  boss  to  know  he  can 
depend  on  you."  Her  "regulars"  are 
fiercely  proud  of  her.  She  displayed  her 
winning  sash  from  the  regional  final  in 
her  shop  and  lots  of  customers  were 
rooting  for  her  on  the  day.  "I  love  doing 
the  windows.  Although,  being  the  only 
assistant,  it  takes  me  all  my  time,  what 
with  stopping  to  serve  or  answer  the  tele- 
phone. Working  in  a  pharmacy  is  some- 
thing I've  always  wanted  to  do  and  I 
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wouldn't  go  anywhere  else.  I  like  meeting 
people  and  in  a  pharmacy  you  tend  to  get 
involved  in  their  fives". 

Unlike  most  contestants  Beryl  was  very 
sure  about  what  she  would  do  with  the 
money  were  she  to  win :  "I'd  start  saving 
to  buy  a  car,"  she  said.  "It  would  be 
very  handy  in  my  job." 

A  challenge 

Valerie  Bates  enjoyed  the  challenge  of 
the  competition  enormously.  She  once 
worked  for  the  BBC  as  an  audience 
researcher,  interviewing  children  in  their 
own  homes :  "I  did  the  job  for  about  six 
years  and  had  interviewed  all  the»kids  in 
my  area  about  three  times.  I  wasn't  sure 
I'd  be  welcome  again ! "  She  never  made 
a  definite  decision  to  go  into  a  pharmacy 
but  now  finds  it  very  interesting.  "My 
first-aid  certificate  is  useful  too  as  the 
shop  is  near  a  big  bus  shelter  and  people 
are  always  fainting.  I'd  be  frightened  of 
dealing  with  them  if  it  wasn't  for  that 
training:  "All  my  customers  are  rooting 

Continued  on  p936 
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Interviews— continued  from  p935 


Wendy  Richard  and  Ron  Salmon  share  a  light  moment  with  the  eventual  winner 


It's  been  a  smashing  day' 


for  me — one  sent  be  a  box  of  chocolates." 
Valerie  did  admit  to  having  her  eye  on  a 
fur  jacket  if  she  won  but  whatever  hap- 
pened it  had  been  a  smashing  day. 

Leona  Connolly  comes  from  Northern 
Ireland  where  she  has  experienced  her 
share  of  the  troubles.  She  finds  that  many 
of  her  regular  customers  are  elderly 
people  who  like  to  have  a  chat  while 
waiting  for  scripts  to  be  made  up.  She 
was  particularly  thrilled  at  having  got 
through  to  the  final  and  considered  it  "a 
great  honour  to  be  here.  All  the  finalists 
are  great,  it's  a  lovely  experience,  but  I 
have  found  that  what  I  do  automatically 
in  a  shop  is  difficult  when  under  stress. 
Actions  speak  louder  than  words  after 
all.  To  that  extent  the  competition  is 
gruelling  because  it's  difficult  to  put  into 
words  what  you  take  for  granted.  But 
it's  nice  to  meet  all  these  people.  We're 
all  in  the  same  boat  here."  Leona  revealed 
she  had  just  taken  up  golf  and  that  her 
boss  had  said  she'd  probably  be  asked 
what  her  handicap  was :  "When  you  are," 
he  advised,  "tell  them  I  am ! " 

Local  interest 

Betty  Greening  was  another  who  hadn't 
thought  loo  much  about  winning  but 
simply  set  about  enjoying  her  day.  She 
explained  that  her  winning  through  to  the 
finals  had  excited  a  lot  of  local  interest 
and  said  that  she  had  lived  and  worked 
in  the  same  town  all  her  life  and  dozens 
of  regulars  had  come  in  to  wish  her  well. 

Barbara  Hammersley  likes  cheering  her 
customers  up — especially  if  they're  feel- 
ing a  bit  under  the  weather.  "I  think  they 
like  me,  probably  because  I'm  big  and 
cheerful.  It  gives  me  a  lift  to  make  them 
happy.  After  all,  for  many  of  them  we're 
the  only  people  they  have  any  contact 
with.  I've  been  quite  overwhelmed  by  the 
interest  they've  taken  in  this  competition." 

She  hadn't  thought  about  winning  but 
described  it  as  a  day  to  remember.  "I 
bought  a  sewing  machine  with  my  £100 
prizemoney  i(won  in  the  regional  final). 
T'm  no  needle  woman,  but  this  machine 
does  everything  so  I'll  have  to  learn." 
Barbara's  working  life  before  she  got 
married  was  very  different — she  started 
off  in  insurance  with  Harrods  meeting  all 
the  "stars  of  the  day"  and  ended  up  in 
the  Admiralty.  She  has  two  children  and 
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tried  staying  at  home  after  moving  to 
Reading  about  four-and-a-half  years  ago. 
"I'd  never  worked  in  a  shop  before  and 
I'm  as  pleased  as  punch  that  it  was  a 
pharmacy  I  ended  up  in."  Asked  about 
the  other  competitors  Barbara  said  she 
felt  they  all  deserved  to  win  since  they 
were  all  such  nice  people.  In  a  way  of 
course  all  the  contestants  at  the  final  did 
win — their  own  heat  at  least — so  no-one 
in  London  on  November  29  was  a  loser. 

Sheila  Hartley  felt  she  could  have  done 
better,  however,  if  she  hadn't  been  so 
nervous:  "But  everyone's  been  very  fair 


Third-prize  winner  Margaret  Tinsley 
receives  her  £250  cheque  from  David 
Savory,  chairman  of  ICML 

and  put  us  at  our  ease  as  much  as 
possible.  I  had  had  ambitions  of  becom- 
ing a  pharmacist  myself  and  joined  Boots 
when  I  was  16.  But  there  were  problems, 
and  then  I  got  married  and  let  everything 
slide,  but  I'm  still  very  interested  in  dis- 
pensing." Sheila  is  another  one  who  was 
brought  up  in  the  village  in  which  she 
now  works  and  knows  everyone:  "People, 
especially  the  elderly,  like  to  drop  in  for 
a  chat." 

Our  one  male  finalist  admitted  that  he 
felt  a  bit  stranded  and  said  he  would  have 
liked  to  have  seen  a  few  more  men 
enter.  He  admitted  too  that  with  a  new 
baby  daughter  the  prize  money  was  "quite 
a  draw"  but  said  that  he  was  also  proud 
not  only  to  be  representing  his  firm  but 
also  his  area.  He  assured  us  that  he  found 
selling  cosmetics  no  more  difficult  than 
anything  else  but  confessed  that :  "Some- 
times when  I  paint  my  nails  to  show 
customers  the  shade  they  seem  a  bit 


surprised".  He  takes  a  healthy  interest 
in  the  state  of  the  make-up  market  and 
reads  all  his  wife's  magazines.  "She  tells 
me  what  she  thinks  will  sell  well  too.  It's 
been  easier  since  I  got  married." 

He  was  very  impressed  with  the  stand- 
ards set  by  the  other  finalists  and  said 
that  they  were  the  type  of  girls  he'd  like 
to  have  working  with  him. 

Julie  Noble,  a  shy  Scottish  lass  was 
surprised  to  find  that  she'd  "got  so  far" 
and  refused  to  think  about  what  she'd 
do  if  she  won  because:  "I  haven't  a 
hope."  Patrice  Pipe  found  it  all  a  bit 
nerve-racking  too.  She  told  us  that  she 
probably  went  into  pharmacy  work  in  the 
first  place  because  she  likes  to  help 
people:  "I  also  like  the  variety,  and  the 
personal  service  you  can  offer.  In  a 
clothes  shop  you  just  sell  clothes." 

Patrice  was  getting  a  lot  of  encourage- 
ment from  her  regular  customers  as  well 
but  admitted  that  her  working  personna 
was  "probably  a  bit  of  a  mask.  I'm 
normally  quiet  and  shy  but  I  feel  safe 
behind  a  counter.  I  know  something  and 
can  help." 

Amanda  Reeson  said  that  she  and  her 
boss  tended  to  "let  other  chemists  tie  up 
their  money  in  cosmetics".  She  is  a  great 
lady  for  doing  window  displays  and  then 
winning  competitions  with  them.  She 
even  won  herself  a  holiday  in  Canary 
Islands:  "I  love  travelling  and  have  just 
come  back  from  Kenya  which  was 
wonderful.  I  couldn't  bear  to  be  stuck  in 
an  office.  I  tend  to  get  a  bit  involved  with 
the  customers."  She  too  enjoyed  her  day 
with  the  other  finalists:  "I  was  warned 
before  I  came  that  they'd  all  be  catty 
but  it's  not  true.  They're  very  nice  and 
friendly  but  no-one  thinks  I'm  nervous. 
I  am.  Perhaps  I  ought  to  show  it  a  bit 
more." 

Photographic  advice 

One  of  Rosalie  Robinson's  favourite 
jobs  is  selling  cameras.  Her  husband  is 
a  keen  photographer  and  she's  done  a 
Polaroid  training  course:  "When  you  sell 
a  camera  or  photographic  equipment 
your  customers  tend  to  come  back  to 
you  for  advice  and  help,  which  I  like 
a  lot."  Her  comments  on  the  day  were 
that  it  hadn't  been  as  bad  as  she  thought 
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Charles  Morris-Cox  and  Tim  Astill  test  Valerie  Wild's 
"ticket-writing"  ability 


Margaret  Trueman  receives  the  Silvikrin  £100  award,  presented 
to  the  winner  by  Beecham 


it'd  be:  "Some  questions  were  tricky  and 
unexpected  but  I  enjoyed  the  practical." 
Yes,  she  too  had  her  regular  customers : 
"So  much  so  that  they  can't  help  but 
become  friends.  Most  know  about  the 
competition.  My  boss  made  sure  of  that. 
One  even  offered  to  give  me  some 
references  to  bring  along.  It's  been  very 
enjoyable  and  I'm  glad  to  have  got  so 
far  and  met  all  these  people.  They're  all 
so  friendly." 

Ina  Stephens  is  another  bouncy  Scot- 
tish lady  who  confessed  to  being  "a  bit 
hot  and  bothered".  Like  Leona  she  was 
finding  it  difficult  to  translate  reactions 
and  attitudes  she  normally  felt  auto- 
matically into  words  while  under  pressure. 
Her  customers — "friends  actually" — were 


all  wishing  her  well  but  she  said  she'd 
better  wait  and  not  say  what  she  planned 
to  do  if  she  won :  "But  I  do  fancy  a  nice 
holiday."  Although  Winslow  Chemist 
where  she  works  is  now  run  by  Mr  Black, 
Mr  Winslow,  now  retired,  is  reported  as 
being  as  pleased  as  punch  about  her 
getting  to  the  finals. 

Margaret  Tinsley  (who  finally  came 
third)  described  herself  as  being  "all  of 
a  tingle"  which  was  a  surprise  because 
her  manner  came  over  as  being  gentle 
and  re-assuring:  "I'm  very  glad  I  came. 
It's  been  a  marvellous  experience — the 
sort  of  day  you'll  always  remember  in 
your  life.  It's  nice  to  meet  and  chat  with 
the  others."  The  eye  for  colour  that 
encourages   Margaret   in   her  love  for 


gardening  is  put  to  good  use  in  her 
window  displays.  She  also  likes  to  help 
the  elderly:  "After  all,"  she  says,  "I'm 
going  to  be  old  myself  one  day.  I  like  to 
help  people  with  problems  and  have 
always  worked  in  a  pharmacy — even  as  a 
Saturday  girl  when  I  was  at  school." 

Margaret  Trueman  said  that  whatever 
else  happened  she  was  glad  to  have  met 
our  celebrity  judge,  Wendy  Richard. 
Little  did  she  then  know  that  the  end  of 
the  day  would  see  her  walking  off  with 
the  £1,000  prize  money!  Her  regular 
customers  will  be  a  happy  bunch  by  now, 
however,  because  they  all  expected  her  to 
return  victorious  and  bearing  a  bottle  of 
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The  judges' 
report 

From  the  very  first  regional  final  at 
Wrexham  in  June  it  was  obvious  that 
chemists  have  assistants  to  be  proud  of. 
Since  then  our  judging  panels  have  inter- 
viewed around  150  finalists  and  we  can 
say  with  conviction  that  the  great 
majority  would  have  been  a  credit  to 
the  C&D  Chemist  Assistant  of  the  Year 
title. 

But  let  us  remind  readers  that  to 
reach  the  regional  finals  the  contestants 
had  answered  correctly  the  eight  ques- 
tions on  the  entry  form  and  completed 
the  "tie-breaker"  on  what  constitutes  a 
satisfied  customer.  Even  at  that  early 
stage  we  saw  signs  of  the  quality  of  the 
entry — and  clear  evidence  that  staff  really 
do  enjoy  their  work  and  the  opportunity 
to  serve  the  public  that  retail  pharmacy 
offers. 

Test  areas 

So  how  have  we  tested  our  finalists? 
In  each  region  the  top  ten  were  invited 
by  the  local  Independent  Chemists 
Marketing  Ltd  wholesaler  to  appear  be- 
fore a  panel  of  four  judges — usually  re- 
presentatives of  C&D  and  ICML,  a  local 
retail  pharmacist  not  involved  in  the 
final  and  a  journalist  from  the  local 
paper  (often  the  women's  page  editor). 
The  finalists  were  questioned  individually 
and  privately  in  four  subject  areas:  cus- 
tomer relations,  shop  procedure,  mer- 
chandising and  product  knowledge,  with 
further  points  being  awarded  for  per- 
sonal qualities.  It  has  been  a  measure  of 
the  contestants'  standard  that  the  journal- 
ist members  of  the  panel  have  spon- 
taneously talked  after  the  judging  of 
their  surprise  and  pleasure  at  discover- 
ing chemists'  assistants  are  so  knowledge- 
able and  so  thoughtful  of  the  needs  of 
their  customers — we  are  sure  that  many 
of  these  ladies  will  carry  this  "enlighten- 
ment" back  into  their  daily  work  to  the 
benefit  of  chemists  everywhere. 

In  the  customer  relations  section,  all 
staff  were  fully  aware  of  how  to  greet 
and  treat  customers — including  those 
with  a  complaint  about  products.  How- 
ever, there  was  perhaps  room  for  a 
better  consciousness  of  how  extra  sales 
might  be  effected  without  risking  offence. 

Shop  procedure  questions  tended  to 
produce  answers  which  detailed  the 
mechanics  of  the  operation  in  the  con- 
testant's pharmacy  rather  than  demon- 
strate recognition  of  the  principles  in- 
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Judges'  choice:  left,  Margaret  Tinsley;  second  right,  Margaret  Trueman;  far  right  Beryl 
Banks,  with  Wendy  Richard  and  David  Savory 


volved.  However,  it  was  good  to  see  how 
many  realised  the  financial  implications 
for  the  business  of,  for  example,  hold- 
ing too  much  stock. 

Replies  on  merchandising  often  left 
the  judges  full  of  sympathy  for  the  con- 
testants' problems — we  heard  a  great  deal 
about  premises  where  you  could  hardly 
turn  round,  let  alone  argue  about  eye- 
level  positions  and  window  dressing. 
Still,  there  were  some  real  enthusiasts  for 
making  the  best  of  a  bad  job  and  a  fre- 
quently-encountered recognition  of  the 
best  selling  positions  in  the  shop — and 
not  always  the  "textbook"  ones  at  that. 
Also  proving  that  you  can't  apply  the 
theory  every  time  was  the  lady  who  told 
us  that  her  customers — should  we  per- 
haps call  them  clients — would  turn  their 
noses  up  at  anything  advertised  on  tele- 
vision. 

Marketing  jargon 

Product  knowledge  was  generally  good 
but  left  us  with  the  impression  that 
many  pharmacists  do  not  encourage  their 
staff  to  learn  the  "jargon"  used  in 
marketing — to  which  they  will  certainly 
be  exposed  if  given  responsibility  for 
seeing  manufacturers'  representatives  or 
assessing  promotional  literature.  A  term 
which  floored  so  many  that  we  had  to 
change  the  question  was  "own  brand" — 
yet  shouldn't  own  brands  be  among  the 
priority  sellers  in  any  independent  or 
multiple?  (With  NPA  Products  joint 
sponsors  of  the  competition,  a  question 
in  this  area  might  clearly  have  been  anti- 
cipated by  any  contestant ! ) 

In  case  it  should  be  suggested  that 
staff  turnover  does  not  permit  such  depth 
of  involvement  in  the  "business"  of  the 
pharmacy  we  would  point  out  that  an 
outstanding  feature  of  the  competition 
was  the  loyalty  to  employers  shown  by 
many  contestants'  length  of  service 
(several  ladies  preferred  not  to  remem- 
ber just  how  long).  On  the  other  hand 


we  were  extremely  impressed  by  the 
calibre  of  the  younger  staff.  Indeed,  we 
found  it  hard  to  believe  that  some  of 
these  girls  had  been  only  a  year  or  so 
working  in  a  pharmacy,  such  was  the 
extent  of  their  knowledge — their  answers 
were  a  credit  both  to  their  training  and 
to  their  own  obvious  eagerness  to  learn. 

But  there  were  other  times  we  thought 
assistants  were  exceeding  their  proper 
authority.  To  have  given  too  much 
weight  to  this  would  have  been  unfair 
as  it  reflects  more  on  the  supervising 
pharmacist  than  on  the  assistant.  Among 
examples  here  was  a  readiness  to  refer 
customers  to  the  doctor  without  involv- 
ing the  pharmacist:  the  advice  may  well 
have  been  right,  but  what  professional 
opportunities  are  missed  by  the  phar- 
macist who  does  not  make  sure  he  sees 
all  patients  who  have  something  beyond 
a  routine  "minor  ailment". 

In  the  grand  final  judging  has  been  in 
two  parts.  First  the  contestants  faced 
questions  on  product  knowledge  and 
customer  relations  in  greater  depth  than 
at  the  regional  level — and  here  we  had 
the  benefit  of  the  "experience"  of  Miss 
Brahms — Wendy  Richard — the  vivacious 
Grace  Brothers  assistant  from  the  BBC1 
series  "Are  You  Being  Served?"  The 
second  part  was  a  practical  test  involving 
merchandising,  more  product  know- 
ledge, and  shop  procedure.  Among  the 
tests  were  (genuine)  incomplete  pres- 
criptions (patient's  name  or  doctor's  sig- 
nature missing,  for  example)  and  identi- 
fication of  faults  in  photographic  work. 

Congratulations 

Needless  to  say  our  finalists  were 
equal  to  the  challenge  and  the  judges 
had  an  unenviable  task  in  selecting  the 
three  top  prizewinners.  Our  congratula- 
tions to  all  concerned — you  can  be 
proud  of  yourselves  and  all  retail  phar- 
macy is  proud  of  the  way  you  uphold 
the  high  standards  of  the  profession. 
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As  a  well  known  pharmaceutical  tycoon  and  trouble-shouter , 
mignt  I  offer  my  warmest  congratulations  to  the  winner  of 
the   'chemist  assistant  of  the  year'   award.     And  also  my 
commiserations  to  the  unlucky  runners-up. 

Selling  to  mums,   as  I  well  know,   is  not  the  easiest  of  jobs. 
After  all,   for  years  now,   I've  led  a  'one  baby'   campaign  to 
get  mums  to  use  Johnson's  Cotton  Buds  on  we  babies'  important 
little  places.     And  some  of  them  still  aren't  doing  it. 

But  all  the  hard  work  pays  off  in  the  end,  because  not  only 
are  mums  buying  more  Johnson's  Cotton  Buds  now,  they're  also 
buying  more  of  all  Johnson  &  Johnson  products.     In  fact 
Johnson  &  Johnson  have  just  had  a  record  year.     Either  it's 
my  good  looks,   charm  and  powers  of  gentle  persuasion,  or 
else  it's  because  I  scream  the  place  down  if  I  don't  get  my 
own  way . 

Mind  you,   I  suppose  it  could  have  something  to  do  with  the 
fact  that  Johnson  &  Johnson  are  such  a  good  company.  You'd 
be  amazed  at  how  much  time  and  money  they  invest  in 
development  and  research  to  make  sure  their  products  are  the 
best.     And  they  always  promote  them  very  cleverly  too. 

Anyway,   congratulations  again  on  winning  the  award  and 
remember,  sell  lots  of  Johnson  &  Johnson  products  and  one 
day  you  might  even  do  a  big  job  like  me. 

Pharmaceutically  yours, 
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Bradford 

Above  we  show  more  regional  finalists 
whose  photographs  we  have  previously 
been  unable  to  publish.  For  some, 
perhaps  next  year  will  be  their  year 


Credit  where  it's  due 

At  the  end  of  their  day  in  London  each 
finalist  received  a  gift  package  of  pro- 
ducts donated  by  leading  manufacturers. 

First  there  was  the  Skinvention  from 
Clairol — the  battery-powered  way  to 
clean  skin.  The  power  handle  of  this 
product  has  four  different  rotating 
attachments;  a  facial  brush,  body  brush, 
skin  buffer  and  pumice  stone. 

Also  included  was  a  pair  of  Foster 
Grant  sunglasses  from  Wilkinson  Sword, 
an  Oil  of  Ulay  gift  coffret  from  Richard- 
son Merrell  (comprising  the  well-known 
beauty  fluid  and  the  more  recently  intro- 
duced Night  Care)  and  a  selection  of 
hypo-allergenic  cosmetics  from  Roc.  The 


16  lady  finalists  received  Roc  tinted 
fluid  base,  compact  powder,  automatic 
mascara,  cream  eyeshadow,  lipstick  and 
nail  enamel,  while  our  one  male  finalist 
was  presented  with  Roc  soap  and  sham- 
poo and  a  range  of  Roc  men's  products 
from  France  which  will  shortly  be  avail- 
able in  the  UK — Keops  aftershave  balm, 
aftershave  and  shaving  cream  aerosol. 

C&D  and  NPA  Products  would  like  to 
thank  the  manufacturers  concerned,  and 
also  Beecham  Toiletries  for  donating  a 
£100  "hairdressing"  cheque  to  the  win- 
ner on  behalf  of  Silvikrin  and  Eylure 
for  sponsoring  the  courtesy  room  in 
which  the  contestants  were  able  to 
"freshen  up"  during  the  day. 

We  are  also  indebted  to  Tudor  Photo- 
graphic   for    the    sample  colour-print 


faults  used  in  the  judging.  The  prints 
come  from  the  training  courses  offered 
to  chemists  assistants  by  Tudor. 

Hair  care  and  oral  hygiene  stock 
used  to  merchandise  the  display  units 
was  supplied  by  Beecham  Toiletries, 
Colgate-Palmolive,  Cooper  Health  Pro- 
ducts, Elida-Gibbs,  Procter  &  Gamble, 
Reckitt  Products — and,  of  course,  NPA 
Products.  Our  finalists  were  able  to  take 
a  "bonus"  selection  of  this  stock  away 
with  them  at  the  end  of  the  day. 

Finally,  our  thanks  to  Olney  Bros 
(Shopfitters)  Ltd  of  Jado  House,  North- 
Bridge  Road,  Berkhamsted,  Herts,  for 
supplying  and  constructing  the  display 
units  and  fittings  used  in  our  merchandis- 
ing tests — and  which  formed  the  perfect 
background  for  many  of  the  photographs. 
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champagne.  Like  her  fellow  finalists  she 
had  experienced  a  lot  of  support  from 
her  "regulars".  Acknowledging  this  she 
commented:  "There'll  be  more  disap- 
pointed customers  around  the  country 
tomorrow  than  contestants".  Well,  at  least 
her's  won't  be! 

Margaret,  who  trained  as  a  commercial 
artist  before  she  got  married,  admitted 
that  her  Christmas  windows  were  some- 
thing of  a  local  talking  point.  She  takes 
a  different  theme  each  year  and  "people 
come  to  see,  and  then  of  course  they  buy 
too".  Her  theme  this  year  is  military  and 
she  has  made  no  fewer  than  six  two-foot 
tall  guardsmen."  I  haven't  thought  about 
what  I'll  do  if  I  win,"  she  said,  "I'm  just 
treating  it  as  a  day  out." 

Mad  about  selling 

While  Ursula  Webb  was  working  in 
hotel  management  she  had  little  idea  that 
the  job  she'd  find  after  she  got  married 
would  interest  her  so  much:  "I'm  mad 
about  selling",  she  says.  "This  is  a  jolly 
good  competition.  Quite  frankly,  I 
entered  because  none  of  the  other  girls 
in  the  shop  would.  I  thought  that  so 
much  is  done  to  make  our  jobs  easier — 
through  advertising  and  displays — that  it 
was  about  time  we  did  something  in 
return".  Not  many  of  Ursula's  customers 
know  about  her  winning  through  to  the 
finals  because  "I  didn't  want  to  make  a 
fuss  or  be  a  bore",  but  her  hairdresser 
knows.  As  does  the  local  baker  whom  she 
commissioned  to  bake  a  celebratory  cake 
for  the  other  staff  in  the  shop. 

For  Suzanne  Wharton  the  whole  day 
was  a  bit  of  a  strain.  "I'm  my  own  worst 
enemy,"  she  said,  "I'm  so  nervous,  but 
I  love  working  in  a  pharmacy.  After 
leaving  school  I  became  a  telephonist  but 
was  bored  to  tears.  My  sister  encouraged 
me  to  try  a  pharmacy  and  now  I  can't 
think  of  anything  else  I'd  rather  do.  Every 
day  is  so  different.  When  I'm  in  the  dis- 
pensary I  do  miss  the  faces  and  meeting 
people.  I  suppose  my  boss  pushed  me 
into  entering  this  competition  but  I  felt 
I  owed  him  something.  Anyway  he  gave 
me  a  rise  when  I  won  the  regional  heat 
so  I  feel  I've  had  a  prize  already." 
Suzanne  echoed  Leona  and  Ina  when  she 
said:  "When  I'm  working  it  all  comes 
naturally  to  me,  but  when  I  come  to  put 
it  into  words  it's  another  matter." 

Our  last  contestant,  Valerie  Wild, 
explained  that  her  fiance  hadn't  come 
along  to  lend  her  moral  support  because 
he  had  his  exams  next  week:  "It's  been 
quite  a  fortnight  for  us,"  she  exclaimed. 
Valerie  used  to  work  for  Boots  but  got 
a  bit  fed  up  selling  records  rather  than 
cosmetics.  She  has  also  sold  shoes  and 
clothes  but  explained  that  in  her  view 
there  was  more  scope  in  a  pharmacy: 
"There's  more  chance  of  getting  on". 

Well,  all  the  assistants  who  entered  the 
competition  got  on  very  well  and  those 
who  didn't  win  are  now  busy  "getting 
on"  with  thinking  about  trying  again 
next  year.  Are  you  going  to  join  them? 


"She's  been  like  that  ever  since  .  .  ." 


A  word  about 
our  sponsors! 

NPA  Products,  exclusive  to  all  independ- 
ent chemists  cover  a  wide  range  and 
cater  for  all  sections  of  the  community — 
from  the  successful  Nusoft  baby  range 
to  Nuwarm  hot  water  bottles,  Nuhome 
household  liquid  products  to  Nusoft 
toiletries.  Hanx  man's  size  tissues,  Nusoft 
paper  products,  prescription  and  counter 
bags  and  Nucross  packed  goods  and 
surgical  dressings  are  other  items  in  this 
comprehensive  range.  All  are  competi- 
tively priced,  in  addition  to  which  there 
are  monthly  promotional  bonuses. 

The  complete  range  of  NPA  products, 
plus  promotional  items,  are  clearly  printed 
and  priced  in  MEMO  which  is  mailed 
personally  to  independent  chemists. 


The  Sheraton 
Skyway  Hotel's 
courtesy  coach 
stands  ready  to 
take  some 
contestants  back  to 
Heathrow.  It's  been 
a  lucky  day  for 
some,  for  the 
others  .  .  .  well, 
there's  always  next 
time! 


Peter  Nichol Is,  advertisement  manager  of 
Chemist  &  Druggist,  presents  a 
"thank-you"  bouquet  to  Wendy  Richard. 


The  final 
farewells . . . 
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Aspro  Clear  your  shelves 


clears 


ij  '<?lear 

clear  safe 
<ole?ISi.r  "ass 
clear  ss 


clear  clear,  clear 


soluble 


ftr  headache, 
migraine  pain, 
colds,  ftu,  fever 


Aspro  Clear  is  the  fastest-growing  So,  the  sooner  you  Aspro  Clear  your 

general  purpose  analgesic.  shelves,  the  sooner  you'll  clear  a  healthy 

It's  also  one  of  the  biggest  advertisers,  profit! 

With  a  £0.6m  plus  TV  campaign  .  EB333 

coupled  with  press  support  in  the  national 


dailies. 
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POSTSCRIPTS 

A  hundred  thousand 
Irish  welcomes 


COUNTRY  COUNTER 

by  a  rural  pharmacist 

Speaking  Frankly 


Some  of  my  urban  colleagues  have  asked 
me  whether  I  will  benefit  from  the  re- 
commendations of  the  Franks  report.  The 
answer  is  that  financially  the  report  will 
make  little  difference  to  my  pocket.  The 
beneficiary  is  my  conscience.  Those  of  us 
who  have  taken  the  option  of  a  rural 
pharmacy  in  the  later  years  of  profes- 
sional life  have  done  so  in  the  full  cog- 
nisance of  doctor  dispensing,  sixty  cus- 
tomers a  day  if  you're  lucky  on  a  wet 
November  Tuesday  and  a  lean  Saturday 
if  the  Church  bazaar,  to  which  one  has 
already  contributed,  milks  off  the  farm 
workers'  surplus  value  which  would  other- 
wise be  yours. 

What  was  not  realised  in  this  option 
was  that  Government  does  subsidise  us 
small  chaps  and  that  things  have  turned 
out  much  better  than  expected.  The  pos- 
sibility that  was  never  entertained  was 
that  I  should  scrounge  on  my  hard-wor- 
ked urban  colleagues  for  my  rural  sub- 
sidy. Thanks  be  to  Franks  that  this  may 
not  happen  in  the  future. 

Nirvana 

Truly  what  I  would  like  most  to  trans- 
form my  rural  Utopia  into  Nirvana  is 
2,000  items  a  month — and  T  am  not  ask- 
ing for  more  money.  This  number  of 
items  is  the  average  for  the  country  but 
T  only  do  1,100.  This  means  that  T  have 
a  pharmacist-patient  relationship  with  the 
650  people  who  bring  me  forms  FP10 
from  the  doctors  just  100  yards  down 
the  street.  I  have  a  pharmacist-customer 
relationship  with  many  more;  those  who 
get  their  medicines  from  the  surgery, 
those  who  will  not  see  the  doctors  in 
spite  of  my  pleas,  those  who  have  been 
sent  by  the  doctors  where  a  simple  re- 
medy will  suffice  rather  than  a  medical 
consultation  with  an  overworked  doctor. 

You  will  assume  rightly  that  there  is 
dialogue  with  the  dispensing  doctors,  that 
I  appreciate  the  work  they  do  in  distri- 
buting medicines  in  a  vast  rural  area  with 
low  population  at  the  cost  of  their  petrol, 
not  mine. 

Ludicrous  anachronism 

The  one  thing  that  you  may  not  real- 
ise is  that  the  mile  radius  is  a  ludicrous 
anachronism  going  back  to  Lloyd  Geor- 
ge's National  Health  Act  of  1908  and 
that  dispensing  doctors  and  rural  phar- 
macists should  be  paid  by  capitation  fee, 
if  only  to  avoid  the  head-hunting  and  on- 
cost grabbing  that  obtains  throughout 
pharmacy  and  medicine  at  the  moment. 
How  splendid  it  would  be  if  Government 
could  bring  Clothier  and  Franks  together 
to  achieve  harmony  and  recognition  be- 
tween two  professions  concerned  with 
medicine. 

We  all  use  our  family  lawyers  and 
accountants  at  times  over  the  years.  Can't 


the  greater  family  of  the  National  Health 
Service  be  permanently  advised  by  these 
impartial  friends?  I  remain  optimistic. 

In  vino  felicitas 

What  a  wonderful  year  in  the  country! 
The  first  bitter  winter  in  sixteen  years 
restored  the  rhythm  of  nature.  When 
summer  warmth  came  slowly  everything 
burgeoned  from  the  "early"  potatoes  and 
lettuces  of  June  to  the  glut  of  Septem- 
ber apples  and  October  elderberries  and 
sloes.  Now  all  the  countryside  is  in  a 
ferment.  This  is  not  political.  Maggie, 
!im,  Tony  and  David  may  have  their 
devotees  up  here,  but  we  do  not  let  poli- 
tics interfere  with  the  serious  business 
of  eating  and  drinking.  No,  the  ferment 
is  as  literal  as  it  is  universal,  we  are  all 
winemakers. 

Three  years  ago  one  of  our  emigre 
Londoners  who  wisely  has  retired  to  the 
village,  asked  me  to  stock  a  few  grape 
juice  concentrates  for  him.  This  was  done 
easily  as  these  were  made  by  a  local 
firm  whose  excellent  products  were  avail- 
able thereafter.  Having  sold  Mr  "A"  six 
tins  of  vermouth  and  four  of  claret  on 
a  firm  order  and  banked  the  money  it 
seemed  simple  to  buy  an  equivalent 
amount  of  assorted  tins  of  grape  juice 
which  could  be  dotted  on  a  viticultural 
map  between  Bordeaux  and  Mainz  and 
southward  to  Tuscany.  For  one-tenth  of 
this  sum  from  the  same  obliging  whole- 
saler T  became  really  rash  and  purchased 
three  packets  of  yeast,  one  box  of  yeast 
nutrient,  one  airlock,  one  demijohn  and 
one  bottle  each  of  grape  tannin  and  fine 
finings.  Tn  common  with  all  consultants, 
if  finance  was  lacking  one  could  still  sell 
expertise. 

Seeing  such  an  assortment  of  potential 
vintage  wines  in  the  window,  passers-by 
came  in  with  curiosity  and  left  with  ex- 
pectation and  enthusiasm  to  say  nothing 
of  one  tin  of  juice,  one  packet  of  yeast 
and  one  airlock,  all  replacable  within  24 
hours  from  the  same  obliging  wholesaler. 
You  may  ask  "Where  does  the  expertise 
come  in?"  Your  correspondent  has  in 
the  past  eight  years  brewed  twenty  gal- 
lons of  elderberry  wine  of  eclectically- 
appreciated  bouquet  and  universally- 
acknowledged  potency! 

Chemist  &  Druggist  has  recently  pub- 
lished timely  features  on  the  technicali- 
ties and  economics  of  home  winemaking 
and  brewing.  To  those  readers  who  can 
get  off  the  NHS  treadmill  and  devote 
time  to  friends  and  customers  I  can  think 
of  no  better  application  of  one's  basic 
knowledge  for  the  furtherance  of  true 
temperance,  defined  to  me  recently  as 
"The  moderate  enjoyment  of  alcoholic 
beverages  rather  than  the  churlish  refusal 
of  the  greatest  of  Nature's  gifts." 


Miall  James,  MPS,  reflects  on  the  recent 
Irish  Pharmaceutical  Congress  he  attend- 
ed with  his  wife. 

Well,  not  really,  but  two  British  visitors 
were  made  very  welcome  at  the  recent 
Irish  Pharmaceutical  Congress,  and  they 
certainly  found  it  most  interesting. 
Different,  of  course  from  the  British  Con- 
ference, but  then  not  on  such  a  large 
scale.  This  particular  meeting  was  very 
general  practice  (or  as  the  Irish  say, 
community)  orientated  and  I  gather  that 
is  fairly  typical. 

The  congress  was  held  in  the  far  west, 
in  Sligo,  in  a  five  star  hotel,  with  "over- 
flow" delegates  at  another  good  class 
place  some  way  away.  Transport  between 
these  two  was  provided  by  a  couple  of 
minibuses,  with  drivers  seconded  from 
one  of  the  wholesalers.  In  fact,  there 
seemed  much  more  commercial  assistance 
than  is  obvious  in  Britain — even  the  wine 
at  the  banquet  was  provided  by  Abbott, 
and  we  understood  that  Cahill  May 
Roberts,  another  wholesaler,  provided  the 
excursion.  Excluding  travel  costs,  too,  the 
cost  was  very  much  lower  than  we  are 
accustomed  to  in  Britain  (although  in 
fairness  the  BPC  does  last  an  extra  day 
and  there  was  no  scheme  for  encouraging 
young  scientists  to  present  their  work). 
However  we  did  find  the  whole  affair 
very  much  to  our  taste,  in  more  senses 
than  one,  and  very  much  more  relaxed, 
in  keeping  with  the  Irish  tradition! 

Troubled  times 

We  formed  the  impression  of  a  pro- 
fession that  had  passed  through  some 
troubled  times,  but  was  now  self- 
confident  and  calm.  There  was  no  need 
to  take  an  aggressive  attitude  with 
Government,  nor  a  subservient  one  to 
any  other  profession.  Pharmacists  were 
pharmacists,  with  a  distinctive  role  which 
no-one  else  really  wanted  to  perform,  and 
were  recognised  as  such.  It  should  be 
made  clear  though  that  not  everything 
in  the  garden  was  lovely:  black  sheep  are 
about,  and  veterinary  work  especially 
presents  serious  difficulties,  similar  to 
those  we  faced  in  Britain  before  the 
Swann  report. 

There  are  also  at  least  twice  as  many 
pharmacies  as  would  appear  necessary 
(to  British  eyes),  with  one  pharmacist  in 
each.  Except  in  the  case  of  married 
couples  it  didn't  appear  to  us  that  most 
of  the  businesses  could  support  more  than 
a  minimal  staff,  but  we  didn't  inquire  too 
deeply.  However  it  definitely  seemed  that 
a  significant  proportion  of  proprietors 
would  have  difficulty  in  disposing  of  their 
businesses  when  retirement  comes, 
though  they  all  seemed  to  have,  if  not 
a  very  high  standard  of  living,  then  a 
very  good  and  relaxed  life-style — very 
often,  indeed,  both! 

The  writer  was  also  interested  in  the 
Continued  on  p945 
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Pharmaceutical  Society  Statutory  Committee 

A  'tragic  case'— one  of 
two  to  be  struck  off 


A  29-year-old  Grimsby  pharmacist  who 
forged  National  Health  Service  prescrip- 
tions to  obtain  extra  money,  was  ordered 
to  be  struck  off  the  Register  by  the 
Pharmaceutical  Society's  Statutory  Com- 
mittee in  London  last  week. 

Mansukh  Ramji  Bhai  Patel,  trading 
at  Wingate  Parade  Willows  Estate,  has 
three  months  in  which  to  appeal. 

The  Committee  chairman,  Sir  Gordon 
Willmer,  giving  the  decision,  said  that 
after  taking  over  an  existing  pharmacy, 
Mr  Patel  began  to  alter  NHS  prescrip- 
tions with  a  view  to  extorting  more 
money  than  he  was  entitled  to  from 
the  Pricing  Bureau.  "He  thus  embarked 


on  a  career  of  forgery  which  fortunately 
for  the  public  was  found  out  within 
about  three  months." 

Sir  Gordon  described  it  as  a  tragic 
case.  He  said  Mr  Patel  had  done  well 
after  coming  to  Britain  from  Kenya  as 
a  boy,  educated  himself  and  eventually 
achieved  a  BSc  degree  in  pharmacy. 

Earlier  this  year  Mr  Patel  was  fined 
£400  at  Grimsby  Magistrates'  Court  on 
two  charges  of  forging  a  prescription 
with  intent  to  defraud  and  two  charges 
of  attempting  to  obtain  money  by  a 
forged  prescription.  He  also  asked  for 
25  similar  offences  to  be  taken  into 
consideration. 


This  od&Aisewevtt  sent- 
ihe  sufferer  otSariVowftM 

awl  Derby  rushi^-io  buy 


miav*/  DERMIDEX  Skin  Medicine 

™^    from  the  makers  of  Mucron ,  Do-Do  and  Migraleve 


Three-fold  treatment 

Pain  and  irritation  relieved  -  Dermidex 

contains  a  local  anaesthetic. 

Infection  controlled  -  Dermidex  is  germicidal. 

Helps  healing  of  damaged  skin. 

(Full  information  has  been  sent  to  every 

chemist) 

Outstanding  test  market  results  show: 

exceptionally  high  consumer  demand 
complete  user  satisfaction  -  in-pack 

questionnaires  give  gratifying  95%  product 

efficacy 

*  overall  sales  rate  (all  chemist  types) 
AT  LEAST  EQUALTO  MUCRON 

Advertising  -  National  Launch 

LARGE  SPACE,  PRIME  POSITIONS 
in  all  major  national  newspapers. 


Please  ensure  you  have  stocks 

Order  NOW  either  direct  (1  2i%  launch 
discount  on  1  doz.  or  more)  or  from  your 
wholesaler.  Minimum  profit  of  50%  oncost. 
RETAIL  :  87p  (50g)  TRADE  :  £0.5043  each 

INTERNATIONAL  LABORATORIES  LTD.. 

Sunbury-on-Thames,  Middx. 
(Tel :  Sunbury-on-Thames  8741  1 


Please  note  NEW  ADDRESS 
from  November  5th  1979. 

Wilsom  Road,  Alton,  Hants. 
(Tel:  Alton  881  74) 


[p]  Pharmacy  only 


DERMIDEX 


Detective  Sergeant  John  Atherton,  of 
the  Grimsby  drugs  squad,  told  the  Com- 
mittee Mr  Patel  took  over  the  Wingate 
Parade  Pharmacy  on  November  1,  1978. 

Between  November  15  and  Feb- 
ruary 27,  1979  he  altered  29  NHS 
prescriptions  by  generally  inserting  the 
figure  one  in  front  of  the  number  of 
tablets  prescribed  by  the  doctor. 

The  discrepancies  came  to  light  at  the 
Pricing  Bureau,  because  some  of  the 
alterations  were  visually  obvious;  in 
some  cases,  the  number  of  drugs  would 
not  normally  be  prescribed  by  a  doctor. 

Det  Sgt  Atherton  said  18  prescrip- 
tions dispensed  at  Mr  Patel's  pharmacy 
were  found  to  have  been  altered.  After 
his  arrest,  he  not  only  admitted  altering 
them,  but  also  11  other  prescriptions 
still  in  his  pharmacy. 

Mr  Patel  stood  to  gain  an  extra  £95.10 
from  the  18  prescriptions.  The  amount 
for  the  11  prescriptions  was  not  known. 

Mr  Patel  said  there  was  no  excuse  for 
what  he  had  done.  He  had  been 
burdened  by  the  extra  financial  pressure 
in  buying  the  shop. 

Mr.  J.  W.  Bosomworth,  for  Mr  Patel, 
said  his  client  was  trying  to  establish 
himself  in  business,  when,  at  a  time  of 
substantial  financial  commitments,  he 
committed  a  foolish  and  stupid  act  for 
about  £30  a  month.  It  was  a  small  sum 
with  which  to  hazard  a  career,  and  Mr 
Patel  had  learned  his  lesson. 

Failure  to  exercise  control 

A  Chessington  pharmacist  who  sup- 
plied a  young  drug  addict  with  about 
five  litres  of  Phensedyl  at  the  Central 
Pharmacy  in  Esher  High  Street  last  year, 
was  ordered  to  be  struck  of  the  Register. 
The  Committee  decided  Mr  Aninmo- 
hamed  Pyarali  Rajabali,  31,  of  Gilders 
Road,  failed  to  exercise  effective  control 
over  the  sale. 

Mr  Rajabali,  who  at  the  time  was 
superintendent  pharmacist  of  Agrapo 
Ltd,  appeared  before  the  Committee, 
together  with  the  company,  also  to  ex- 
plain convictions  at  Richmond  Magis- 
trates Court  earlier  this  year  for  an 
offence  under  the  Medicines  Act. 

He  was  fined  £50  and  the  company 
£100  by  the  magistrates  for  permitting 
the  improper  sale  of  pain  killing  tablets 
to  take  place  without  supervision  of  a 
pharmacist  at  another  shop  at  High  Street, 
Teddington.  The  Committee  decided^  to 
administer  a  reprimand  to  the  company 
for  that  conviction. 

When  the  case  opened  (C&D  Septem- 
ber 29,  p492)  Mr  Josselyn  Hill,  for  the 
Society,  said  the  allegation  of  miscon- 
duct against  Mr  Rajabali  arose  through 
an  incident  on  November  3,  1978. 

Detective  Sergeant  Anthony  Still  saw 
a  young  man  enter  the  Esher  pharmacy 
carrying  a  white  bag.  Mr  Rajabali  bolted 
the  shop  door  and  both  went  to  the  dis- 
pensary where  the  police  officer  saw  Mr 
Rajabali  pour  brown  liquid  into  four 
containers.  The  young  man  was  seen  to 
hand  over  some  money  and  as  he  left 
the  shop  he  was  arrested.  It  was  found 
he  had  paid  £25  for  about  five  litres  of 
Phensedyl. 
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Mr  Hill  explained  there  was  no  prose- 
cution because  the  supply  of  Phensedyl 
was  not  a  criminal  offence.  But  a  letter 
had  been  sent  to  pharmacists  in  1975  by 
the  president  of  the  Pharmaceutical 
Society  warning  them  that  Phensedyl  was 
liable  to  abuse. 

The  young  man  who  bought  the 
medicine  told  the  Committee  that  at  the 
time  he  was  addicted  to  Phensedyl  but 
had  now  been  cured. 

Mr  Rajabali  told  the  Committee  that 
the  young  man  gave  him  a  prescription 
for  two  litres  which  was  signed  by  a 
local  doctor  and  who  he  understood  was 
delivering  the  medicine  to  an  Air  India 
pilot.  He  had  supplied  the  medicine  on 
previous  occasions  for  use  in  India  and 
did  not  question  the  young  man  about  it. 

Sir  Gordon  said  the  Committee  viewed 
this  as  a  shocking  case  of  misconduct 
in  relation  to  the  sale  of  large  quantities 
of  what  was  known  to  be  medicine  liable 
to  abuse. 

Pharmacists  who  thought  they  knew 
better  and  took  the  line  of  ignoring  the 
president's  recommendations  did  so  at 
their  peril.  Mr  Rajabali  has  three  months 
in  which  to  appeal  against  the  decision. 

Frank  admission  of  shortcomings 

A  52-year-old  west  country  pharmacist 
who  failed  to  make  entries  in  his  Con- 
trolled Drugs  register,  was  reprimanded 
by  the  Committee.  Sir  Gordon  said  Mr 
Peter  Mitchell  had  frankly  admitted  his 
shortcomings,  and  had  assured  the  Com- 
mittee that  he  was  not  likely  to  allow 
this  to  happen  again. 

While  it  was  particularly  important 
that  such  a  register  should  be  maintained, 
this  was  not  a  case  of  extreme  gravity, 
he  pointed  out. 

Mr  Mitchell,  of  Salterton  Road,  Ex- 
mouth,  was  a  director  and  superinten- 
dent pharmacist  of  the  Taunton-based 
John  Boyd  Chemists  (Taunton)  Ltd  at 
the  time  of  the  offences.  The  Committee 
took  no  action  against  the  company, 
which  ceased  trading  in  Fore  Street, 
Taunton,  last  July. 

Sir  Gordon  said  that,  in  the  circum- 
stances, it  would  be  futile  and  contrary 
to  justice  to  make  any  order  against  the 
company. 

The  company  and  Mr  Mitchell  came 
before  the  Committee  as  a  result  of  Mr 
Mitchell's  conviction  at  Taunton  Magis- 
trates Court  in  July  on  four  charges. 

Mr  Mitchell  was  then  fined  a  total  of 
£60  on  two  charges  of  failing  to  enter 
drugs  in  the  register,  £10  for  failing  to 
enter  drugs  in  a  chronological  order  in 
the  register,  and  £10  for  failing  to  keep 
the  register  on  the  premises. 

Mr  Josselyn  Hill,  for  the  Society,  told 
the  Committee  that  last  year  a"  drugs 
squad  officer  had  warned  Mr  Mitchell 
strictly  to  obey  the  law  in  connection 
with  the  register.  A  Society  inspector  also 
advised  him. 

In  February,  the  officer  called  at  the 
Fore  Street  pharmacy  and  Mr  Mitchell 
was  subsequently  charged  with  some 
offences.  He  went  to  the  pharmacy  again 
in  April  when  a  further  10  offences 
came  to  light. 


Mr  Hill  said  the  company  took  their 
premises  off  the  Society's  register  in  July 
and  had  since  sold  them. 

Detective  Constable  Robert  Chapman, 
of  Taunton,  said  there  was  no  sugges- 
tion that  the  drugs  involved  were  not 
properly  prescribed,  and  there  was 
nothing  sinister  in  the  fact  that  Mr 
Mitchell  had  taken  the  register  home. 

In  a  written  statement  to  the  Commit- 
tee, Mrs  Margaret  Peat,  co-proprietor 
of  the  company  and  daughter  of  the  late 
founder,  said  that  she  had  been  extremely 
concerned  and  worried  to  learn  of  the 
offences.  Until  that  lime  she  had  no 
idea  that  there  had  been  any  irregularity 
in  connection  with  the  register. 

Miss  Elizabeth  Slade,  for  Mr  Mitchell, 
said  there  was  no  suggestion  that  the 
drugs  were  improperly  given  out  or  that 
there  was  any  improper  dealing. 

It  was  a  failure — a  serious  one  for  a 
pharmacist — not  to  keep  the  register  up 
to  date  and  in  chronological  order,  but 
the  offences  were  not  grave. 

Mr  Mitchell,  who  worked  for  the 
company  for  about  two  years,  said  he 
had  personal  problems  last  year,  and  was 
under  emotional  stress  early  this  year. 
At  one  stage,  a  doctor  said  that  he  was 
heading  for  a  nervous  breakdown. 

He  thought  it  was  largely  due  to  his 
health  and  some  stupidity  on  his  part 
that  the  offences  were  committed.  He 
had  not  realised  the  gravity  of  what  he 
was  doing. 

Mr  Mitchell  told  the  Committee  that 
he  took  the  register  home,  over  a  week- 
end, to  try  to  sort  it  out  in  chronological 
order  when  he  realised  that  things  were 
getting  out  of  hand. 

Back  on  register 

There  was  no  reason  why  a  phar- 
macist, who  allowed  his  membership  to 
lapse  after  returning  to  South  Africa, 
should  not  have  his  name  restored  to  the 
register,  Sir  Gordon  said.  He  came  back 
to  Britain  earlier  this  year  and  now  lives 
in  London. 

Mr  Ahmed  Jajbhay  applied  for  re- 
storation to  the  register  so  that  he  could 
practise  as  a  pharmacist  in  the  UK.  The 
Committee  took  into  account  that  the 
£outh  Africa  Pharmacy  Board  last 
January  suspended  him  for  60  days  fol- 
lowing his  conviction  at  Johannesburg 
magistrates  court  on  three  offences  re- 
lating to  his  Controlled  Drugs  register. 
Mr  Jajbhay  told  the  Committee  that 
almost  70  per  cent  of  the  non-white  phar- 
macies in  South  Africa  had  been  pro- 
secuted for  some  offence  or  other. 

Newspaper  mistake 

A  Lancaster  pharmacy  company  and 
its  former  superintendent  pharmacist 
were  cleared  of  allegations  of  professional 
misconduct  arising  out  of  a  local  news- 
paper advertisement. 

Mrs  Cherith  Medcalfe,  a  director  and 
majority  shareholder  of  Fox  and  Med- 
calfe Ltd,  of  King  Street,  Lancaster, 
.told  the  Committee  that  a  local  news- 
paper mistakenly  inserted  the  word 
"chemist"  after  the  name  of  her  com- 
pany in  an  advertisement  for  wheel- 
chairs last  June. 


This  was  done  against  her  express  in- 
structions and  the  newspaper  had  since 
written  to  the  Society  admitting  respon- 
sibility for  the  error. 

She  said  the  superintendent  phar- 
macist at  the  time,  Mr  Kenneth  John 
Foster,  of  Sycamore  Road,  Brookhouse, 
Lancaster,  was  not  involved  in  the  sale 
of  wheelchairs  at  King  Street.  He  had 
since  left  the  company. 

Mr  Colin  Smith,  for  the  company  and 
Mr  Foster,  said  his  clients  were  not 
guilty  of  misconduct  of  any  kind  for 
failing  to  obtain  a  galley  proof  of  the 
advertisement  before  it  appeared,  and 
they  had  no  reason  to  believe  that  the 
newspaper  would  not  follow  their  in- 
structions. 

Sir  Gordon  said  they  proposed  to  take 
no  action.  They  found  it  impossible  to 
say  that  the  mistake  on  the  part  of 
somebody  at  the  newspaper  should  now 
be  laid  at  the  door  of  the  company  and 
still  less  at  the  door  of  Mr  Foster. 

The  Committee  decided  to  recommend 
that  an  applicant  for  registration  as  a 
pharmacist  should  be  admitted,  although 
it  took  a  serious  view  of  offences  com- 
mitted whilst  the  applicant  was  a  student. 


Irish  welcomes 
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generic  versus  brand  name  controversy 
which  is  running  high  at  the  moment, 
although  quiet  on  this  side  of  the  Irish 
Sea.  It  was  strange  that  during  the  dis- 
cussion (and  a  whole  morning  was 
devoted  to  the  matter)  no-one  raised  the 
question  of  the  ethics  of  medical  research, 
the  debate  centering  around  the  simple 
point  of  the  need  for  patents  to  protect 
brand  names  to  ensure  that  research  com- 
panies recouped  their  development  costs. 
It  was  even  more  strange  because  in  the 
other  session  we  attended,  morality  was 
frequently  referred  to. 

British  and  Irish  pharmacy  have  much 
in  common,  and  it  was  very  interesting 
to  see  the  attention  paid  to  the  secretary 
and  registrar  of  the  PSGB  (Mr  D.  F. 
Lewis)  when  he  spoke  on  the  future  as 
seen  in  Britain.  There  were  one  or  two 
gaps,  especially  on  health  centres,  but 
generally  it  was  a  masterly  exposition  of 
the  problems,  and  more  importantly,  the 
reasons  for  them. 

Professor  Shellard,  too,  on  health  foods 
and  herbal  remedies,  provided  consider- 
able food  for  thought,  and  the  ideas 
which  gelled  out  of  his  lecture  and  that 
on  health  education  will,  it  is  hoped,  be 
of  considerable  use  to  the  writer  in  his 
own  pharmacy.  Positive  health  care  is 
not  a  new  concept,  but  the  idea  of 
making  the  pharmacy's  first  role  the 
encouragement  of  the  healthy  body,  and 
putting  only  in  second  place  its  restora- 
tion when  the  pace  of  life,  bad  advice, 
silly  behaviour  or  just  plain  bad  luck 
have  taken  their  toll,  put  a  whole  new 
slant  on  the  sale  of  cosmetics,  slimming 
foods  and  "very  pure  foods". 

All  in  all  the  Irish  Pharmaceutical 
Congress  at  Sligo  was  an  experience  we 
are  glad  to  have  had,  with  good  company, 
good  food  and  great  interest. 
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of  Sangers' 

wholesaling  as  profits  slip 


Sangers'  trading  methods  in  pharmaceuti- 
cal wholesaling  are  under  "intense 
review",  says  Mr  G.  H.  F.  Robinson, 
group  chairman,  in  his  statement  accom- 
panying their  interim  results.  Sangers 
taxable  profits  for  the  half  year  to  August 
31,  1979  have  slumped  from  £l,101m 
to  £0.6m — a  situation  Sangers  blame  on 
the  breakdown  in  resale  price  mainten- 
ance earlier  in  the  year. 

Mr  Robinson  explained  that  increased 
profits  from  the  optics  division  were 
insufficient  to  offset  the  reduction  in 
pharmaceuticals  and  went  on  to  warn 
that  the  second  half  will  be  even  more 
difficult  than  the  first.  But  sales  volume 
for  the  group  as  a  whole  was  up  4  per 


cent  due  to  a  "particularly  encouraging" 
return  from  the  optics  and  photographic 
division  and  he  was  confident  that  the 
benefits  of  their  reorganisations  and 
diversification  will  show  through  in 
1980-81. 

The  company  has  increasingly  reduced 
its  reliance  on  pharmaceutical  whole- 
saling, down  from  78  per  cent  of  turnover 
in  1974  to  around  71  per  cent  in  1979 
and  the  optics  operation  hopes  to  have 
70  practices  by  the  end  of  the  year. 

BOC  settle  at  30.5 

British  Oxygen  workers  have  accepted  a 
30.5  per  cent  pay  settlement  to  be  paid 
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over  20  months,  which  the  management 
hopes  will  bring  a  prolonged  period  of 
stability  of  supply.  The  two  stage  offer 
was  made  after  the  manual  workers  had 
imposed  an  overtime  ban  and  threatened 
strike  action. 

The  3,500  workers  involved  will  receive 
increases  backdated  to  October  1  which 
it  is  estimated  will  raise  average  earnings 
by  16.7  per  cent  to  £125.87  a  week.  The 
second  stage,  valued  at  13.8  per  cent,  runs 
from  October  1,  1980  to  May,  1981  and 
increases  the  average  weekly  wage  to 
around  £143  a  week. 


Wellcome  centenary 
award  for  1980 

To  commemorate  its  centenary  in  1980, 
Wellcome  Foundation  has  initiated  a 
biennial  award  for  original  contributions 
to  medicine  and  veterinary  science  pub- 
lished within  a  10-year  period  from  the 
date  of  the  award. 

The  Royal  Society  has  agreed  with 
Wellcome  to  establish  the  award,  which 
will  be  known  as  the  Royal  Society  Well- 
come Foundation  Prize  and  Lecture.  It 
will  take  the  form  of  a  gold  medal 
accompanied  by  £2,500.  The  recipient 
will  be  asked  to  deliver  a  lecture. 
□  Wellcome  Foundation  has  been  con- 
tracted to  assist  and  advise  on  the 
establishment  of  a  foot-and-mouth  disease 
vaccine  manufacturing  plant  in  Hydara- 
bad,  India,  for  which  Britain  is  to  provide 
a  £7  million  grant  for  equipment  and 
services. 

Briefly 

Du  Pont  are  to  sell  "substantial  seg- 
ments" of  their  textile  dyes  business  to 
the  US  corporation,  Crompton  and 
Knowles. 

Boots  Co  Ltd:  A  redevelopment  in 
Abergavenny  has  given  a  new  store  with 
a  ground  floor  area  of  3,875  sq  ft  and  a 
first  floor  of  2,745  sq  ft.  A  25  year  lease 
with  five  year  reviews  at  £16,750  per 
annum  exclusive  has  been  arranged. 
Nurdin  &  Peacock  Ltd  are  opening  an 
80,000  sq  ft  cash  and  carry  warehouse 
at  Luton  in  the  late  spring  of  1980.  They 
have  also  acquired  a  site  at  Llanishen, 
Cardiff,  for  a  70,000  sq  ft  warehouse  to 
be  opened  in  the  first  half  of  1981. 
Rockware  Glass  Ltd  are  to  close  one  of 
the  four  furnaces  at  their  St  Helens' 
plant  "in  the  face  of  the  current  difficult 
economic  situation".  About  50  redundan- 
cies are  expected  in  a  production  re- 
organisation which  will  concentrate  on 
the  manufacture  of  coloured  glass  from 
next  spring. 

Bannister  and  Thatcher  Ltd  have  taken 
over  the  business  of  Bromley  Hills 
Pharmacy  Ltd  (trading  as  Hodson  Morris 
Chemists),  at  1  and  2  Stafford  Street, 
Willenhall,  West  Midlands.  This  is  the 
company's  second  acquisition  within  three 
months  and  brings  the  group's  total  num- 
ber of  pharmacies  to  29.  The  new 
manager  is  to  be  Mr  Gerry  Douglas  who 
joined  the  company  in  1967  and  has 

8  December  1979 


recently  been  managing  the  nearby  branch 
in  Market  Place,  Willenhall. 
William  R.  Warner  Ltd  have  for  the 
fourth  year  running  been  "highly  com- 
mended" in  the  Sedgwick  Forbes  Bland 
Payne  safety  awards  honours  list,  organ- 
ised by  the  British  Safety  at  Work  Trust. 
The  scheme  is  designed  to  encourage 
relations  and  co-operation  between  em- 
ployer and  employee. 

Appointments 

Xussons  (UK)  Ltd:  Mr  Philip  J.  Smyth 
has  been  appointed  product  manager  res- 
ponsible for  Racasan  brands. 
House    of    Carmen    Ltd:    Mr    A.  T. 

(Robbie)  Burns  has  been  appointed  to 
the  board  of  directors,  Mr  Burns  has 
been  with  the  company  for  two  years. 
Tudor  Ltd:  Mr  P.  C.  H.  Vey,  chairman 
of  Photomaton  (UK)  Ltd  has  joined  the 
Tudor  board  as  a  non-executive  director. 
Mr  Vey  was  until  recently  an  executive 
director  of  the  Central  and  Sheerwood 
Group. 

Vidal  Sassoon:  Ken  Wharton  has  been 
appointed  marketing  manager,  he  was 
previously  national  sales  manager.  Mr 
David  Darling  has  been  appointed 
national  accounts  manager,  having  pre- 
viously been  national  sales  manager 
(for  the  company's  Vidal  Sassoon  treat- 
ment collection). 

IFF  (GB)  Ltd:  Mr  Fred  Bykerk  has  been 
appointed  senior  perfumer.  He  has 
worked  for  IFF  for  32  years  and  pre- 
viously worked  for  IFF  Holland  as  a 
senior  member  of  the  perfumery  team. 
Mr  Frank  Daeche  has  been  promoted  to 
account  executive  after  29  years  service 
and  Mr  John  Shepherd  recently  joined 
IFF  as  an  account  manager  from  Bush 
Boake  Allen. 

Ortho  Diagnostics  Ltd:  Three  new  repre- 
sentatives have  recently  been  appointed 
by  the  company.  Josephine  Pointer  has 
responsibility  for  the  south  west,  south 
Wales  and  the  western  Home  Counties 
area.  David  Callow  is  the  representative 
for  south  London  and  the  south  east. 
David  Wilson  will  be  working  as  repre- 
sentative for  the  west  Midlands,  Lan- 
cashire, Merseyside  and  north  Wales 
territory. 

Kodak  Ltd:  Mr  Chris  Parr,  formerly 
special  accounts  representative  for  the 
West  Country  is  to  take  over  north  and 
east  London,  being  succeeded  in  the  West 
by  Mr  Steve  Jones.  Mr  Ricky  Rowe  from 
Cumbria  and  Lancashire  replaces  Mr 
Jones  in  south  west  England.  Mr  Gary 
Banks  is  to  take  over  as  dealer  sales 
representative  for  Wiltshire,  Hampshire 
and  Gloucestershire,  while  Mr  Ross 
Dorras  replaces  Ricky  Rowe  in  Cumbria 
and  Lancashire. 

National  Adhesives  and  Resins:  Follow- 
ing his  appointment  as  corporate  vice- 
president  of  the  American  parent  com- 
pany, National  Starch  and  Chemical  Cor- 
poration, Alex  J.  McCarthy  will  be  re- 
sponsible for  all  of  NSC's  adhesives  and 
resins  interests  in  Great  Britain  and 
Europe.  He  has  resigned  as  managing 
director  of  the  company  but  retains  his 
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The  Gibbs  branch  of  Vestric  in  Bristol  is  moving  to  a  new  purpose  built  factory  (above) 
The  44,000  square  feet  warehouse  includes  computer  controlled  storage,  goods 
receiving  and  despatch  facilities.  Mr  P.  M.  Worling,  managing  director,  believes  that 
"we  now  have  the  most  modern  wholesale  pharmaceutical  premises  in  the  country" 


seat  on  the  board.  David  M.  Woodford 
and  George  P.  Hutson  have  been  appoin- 
ted joint  managing  directors  and  Peter 
D.  Clarke  company  secretary. 
Ronson  Corporation:  Mr  Robert  I. 
Graham  will  succeed  Mr  Alan  van 
Cuylenburg  who  is  to  resign  as  managing 
director,  Ronson  Products  Ltd,  at  the 
end  of  the  year.  Mr  Graham  will  retain 
his  position  as  vice-president,  consumer 
products  international,'  and  Mr  van 
Cuylenburg  will  maintain  his  links  with 
the  company  as  a  non-executive  board 
director. 

Lilly  Industries  Ltd:  Mr  Richard  A 
Bailey,  a  vice-president  of  Eli  Lilly  Inter- 
national, has  been  named  as  managing 
director.  He  was  previously  based  in  the 
company's  Rome  office  where  he  has 
been  vice-president  with  responsibility 
for  France,  Benelux,  Southern  Europe, 
North  Africa  and  the  Middle  East  since 
1973.  The  new  pharmaceutical  market- 
ing director  is  Mr  Gary  Tauscher,  who 
obtained  a  pharmacy  degree  from  Idaho 
State  University  and  has  been  a  director 


of  international  marketing  development 
since  1976. 

Syntex  Pharmaceuticals  Ltd:  Mr  Barrie 
Thompson  has  been  promoted  to  national 
sales  manager  and  Mr  John  Green  to 
training  and  audio-visual  co-ordinator. 
Mr  Thompson  was  previously  field  sales 
manager.  He  joined  Syntex  Pharmaceuti- 
cals in  1969  as  a  medical  representative, 
becoming  area  manager  in  1971,  regional 
sales  and  training  manager  in  1974  and 
field  sales  manager  in  1978.  Mr  Green, 
previously  a  senior  medical  representative, 
joined  the  company  in  1974. 

Health  centre  news 

A  health  centre  is  to  be  built  in  Darwen 
Road,  Bromley  Cross,  Bolton,  Lanes  for 
the  North-western  RHA. 
Cleveland  AHA  is  seeking  approval  to 
make  alterations  and  additions  to  the 
health  centre  at  Bylands  Road,  Skelton. 
North  Tyneside  AHA  is  thinking  of 
building  a  health  clinic  in  the  children's 
playground  at  Whitley  Lodge  shopping 
centre,  Whitley  Bay. 


Dista  Products  Ltd  recently  commemorated  34  years  of  antibiotic  manufacture  on 
Merseyside,  plus  the  50  year  anniversary  of  Sir  Alexander  Fleming's  discovery  of 
penicillin,  with  a  special  exhibition  and  lunch  at  the  Speke  factory.  The  Lord  Mayor  of 
Liverpool,  Councillor  Mrs  Doreen  Jones,  and  the  MP  for  Garston,  Mr  Malcolm 
Thornton,  attended  the  lunch.  They  are  seen  here  with  Mr  Terry  Rose,  Dista's  general 
manager  (left),  and  Dr  David  Reeves,  consultant  microbiologist  (right) 
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COMING  EVENTS 


December  10 
Harrow  and  Hillingdon  Branch,  Pharmaceutical 

Society,  Northwick  Park  Hospital  clinical  lecture 
theatre,  Wlatford  Road,  Harrow,  at  7.30  pm. 
Mr  H.  Kelly  (director  Helena  Rubinstein  Ltd) 
on  "Company  policy  as  regards  general  practice 
pharmacy. ' ' 

Nottingham  Branch,  Pharmaceutical  Society,  City 
Hospital  postgraduate  lecture  medical  centre, 
Hucknall  Road,  Nottingham,  at  8  pm.  Dr  N.  S. 
Barron  on  "The  zoonoses." 
Enfield  Pharmacists'  Association,  Chasa  Farm 
Hospital  postgraduate  medical  centre,  Enfield,  at 
7.45  pm.  Informal  slideshow  by  Miss  M.  Soulsby, 
and  seasonal  refreshments. 

Tuesday,  December  11 

Sterling  and  Central  Scottish  Branch,  Pharmaceutical 
Society,  Station  Hotel,  Sterling,  at  8  pm.  Wine- 
tasting. 

Croydon  Galen  Group,  Friends'  Meeting  House, 
Park  Lane,  Croydon,  at  8  pm.  Christmas  party. 
Bristol  Branch  Pharmaceutical  Society,  Edward 
Jenner  Centre,  Bristol  Royal  Infirmary,  at  7. 30pm. 
Mr  J.  Pugh  (area  chiropodist,  Avon  AHA)  on 
"Chiropody." 

Bedfordshire  Branch,  Pharmaceutical  Society,  Old 

Moat  House,  Moat  Lane,  Luton.  Christmas  party. 
South-east  Metropolitan  Branch,  Pharmaceutical 
Society,  Lewisham  Hospital  medical 
centre,  Lewishiam  High  Street,  London  SE13,  'at 
8  pm,  Shyam  Singha  (acupuncture  practitioner) 
on  "Acupuncture". 

Wednesday,  December  12 

British  Institute  of  Regulatory  Affairs,  Pharmaceutical 
Society  headquarters,  1  Lam'beth  High  Street, 
Lambeth,  London  SE1.  "Clinical  aspects  of 
regulatory  affairs." 

Chemical  Society,  analytical  division,  Linnean 
Society  lecture  theatre,  Burlington  House, 
Piccadilly,  at  2.30pm.  "Analysis  of  endogenous 
opiate  peptides." 

York  Branch,  Pharmaceutical  Society,  York  District 
Hospital  postgraduate  centre,  at  8  pm.  Dr  A. 
Brodrick  on  "Cancer  chemotherapy". 


Thursday,  December  13 

Leeds  Branch,  Pharmaceutical  Society,  Golden 
Lion  Hotel,  Leeds,  at  8  pm.  Films. 
Hertfordshire  Branch,  Pharmaceutical  Society, 

Age  Concern  meeting  hall,  Priory  Street,  Ware, 

at  8  pm.  Christmas  so'oi'al. 

Glasgow  and  West  of  Scotland  Branch, 

Pharmaceutical  Society,  at  7.45  pm.  Christmas 

lecture's  and  visit  to  Peoples  Palace,  Glasgow 

Green. 

Harrogate  Branch,  Pharmaceutical  Society, 

Harrogate  General  Hospital  postgraduate  centre, 
at  8  pm.  Dr  J.  K.  Sarsfiel'd  on  "New  anti-allergic 
drugs. ' ' 

Plymouth  Branch,  Pharmaceutical  Society, 

Greenbank  Hospital  board  room,  Plymouth,  at 
8  pm.  Mr  N.  Huntley  (director  NICOMTECH) 
on  "■Microprocessors  for  the  pharmacy."  Branch 
discussions  and  conference  resolutions. 
Epsom  Branch,  Pharmaceutical  Society,  Epsom 
District  Hospital  seminar  room,  at  7.45  pm. 
Dr  L.  K.  Sharp  (senior  lecturer,  school  of 
pharmacy,  London)  on  "Prussic  acid,  patients 
and  professors."  Christmas  buffet. 

Advance  Information 

Cosmetics  80,  International  trade  fair  for 
cosmetics,  health  and  beauty  care,  Munich,  May 
9-11,  1980.  Symposia  and  conferences  are 
planned  to  complement  the  exhibition.  UK  agents 
are  ECL  (Exhibition  Agencies)  Ltd,  11  Manchester 
Square,  London  W1M  5AB. 

"Marketing  to  Women"  Conference,  Royal  Garden 
Hotel,  London,  February  14,  1980.  Topics  incHude 
discussions  on  how  to  motivate  women  to  purchase, 
how  to  plan  future  marketing  strategies  and  analysis 
of  profitable  marketing  techniques.  Further  details 
from  Mr  C.  Sykes,  Benn  Business  Promotions,  25 
High  Street,  Edenbridge,  Kent. 
Gifts  Fairs:  Kelvin  H ail t ,  Glasgow,  February  17-21 
1980;  Winter  Gardens,  Blackpool,  February  10-14 
1980;  Bingley  Hall  Exhibition  Centre,  Birmingham, 
August  10  14  1980.  Further  information  from  Trade 
Promotion  Services  Ltd,  Exhibition  House,  6  Warren 
Lane,  London  SE18  6BW. 

Powder  Europa  '80,  Rhein-Main-Halle,  Wiesbaden, 
Germany,  January  22-24,  1980.  Sessions  include 
powder  metallurgy,  particle  processing,  solids 
handling  and  storage  and  dust  control  in  powder 
handling.  Further  details  from  Kiver 
Communications  SA,  Millbank  House,  171  Ewell 
Road,  Surbiton,  Surrey. 


WESTMINSTER 
REPORT 

Over  1,000  vaccine 
damage  appeals 

So  far  1,158  applications  have  been  made 
for  review  by  tribunals  under  the  Vaccine 
Damage  Payments  Act;  68  of  these  have 
been  heard.  In  13  cases  awards  have  been 
made;  in  45,  negative  decisions  have  been 
given  and  in  the  remaining  10  a  con- 
clusion has  not  been  reached.  These 
statistics  were  given  in  a  Commons 
written  answer  recently. 

Depo-provera 

The  importance  of  preserving  the  right  of 
doctors  to  exercise  their  clinical  judgment 
was  stressed  in  the  Commons  by  Mr  Wyn 
Roberts,  Under  Secretary  for  Wales,  when 
he  replied  to  calls  from  Labour  MPs  for 
restrictions  on  the  use  of  Depo-provera. 

He  told  Mr  Donald  Coleman,  MP,  that 
he  was  not  aware  of  "deep  concern" 
about  the  side  effects  reported  to  have 
been  experienced  by  women  for  whom 
the  drug  had  been  prescribed.  Mr  Roberts 
pointed  out  that  Depo-provera  was 
intended  for  use  as  a  short  term  contra- 
ceptive in  special  circumstances  where,  for 
example,  a  husband  had  undergone  a 
vasectomy  or  where  a  woman  had  been 
injected  against  Rubella  and  the  virus  was 
still  active. 


Saffron 
breast  reliever 


Mother 

Mother  &  Baby 
Nursing  Mirror 
Midwife,  Health  Visitor 
&  Community  Nurse 


Advertisements  appearing 
in  the  consumer  and  nursing  press 

Check  your  stocks  NOW! 

Order  from  your  usual  wholesaler 
Ask  about  the  complete  Saffron  range 


Specialised  plastics 
5  Rowlands  Road  Worthing  W.  Sussex  BNll  3JJ 
Telephone  Worthing  (STD  0903)  34034 


F 


HEALTH  &  DIET 
FOOD  CO.  LTD. 

Leaders  in  Britain's 
Health  Food  Business 


Supplying  a  full  range  of  Natural  Food  Sup- 
plements and  Health  Foods  including  the 
following  nationally  advertised  products: 


*  FORMULA  3+6  *  GP&E  CAPSULES 
XB-SUPREME     )K  HEAD  HIGH 

(B  Complex) 

*  DEVILS  GARLIC  X  VITAMIN  E  CAPSULES 


Many  independent  chemists  are  selling 
these  fast  moving  health  foods  and  supple- 
ments. Our  list  of  150  items  is  comprehensive 
and  supported  by  national  advertising  and  a 
nationwide  sales  organisation  with  a  full 
back-up  service. 


Contact:  — — — — 
Gordon  Amos,  Sales  Manager, 
Health  &  Diet  Food  Co.  Ltd., 
Seymour  House,  79/81  High  Street, 
GODALMING,  Surrey.  (04868  28021) 
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tirrdjam  bulletin 


BEECHAM  PROPRIETARIES  BREN1FORD  MlDDX 


Day-Nurse  dominates  nation's  screens  as 


TV  SUP 
SHINE 
AGAIN 


HOT  LEMON 
RECORD  GROWTH 


BEECHAM  WINTER  REMEDIES,  amon^  the  first  to 
take  advantage  of  the  great  TV  switch-on,  are  now  all  back 
on  Britain's  screens  in  a  big  way. 

Leading  the  all-star  line-up  is 
brilliant  newcomer,  Day-Nurse, 
Britain's  first  ever  complete 
daytime  cold  remedy  and  the 
first  to  be  given  a  national  TV 
launch  of  such  mammoth  pro- 
portions. 

Brand  Leader 

On  screen  too  and  with  sales- 
winning  films  shining  bright 
as  always  is  sister  brand, 
Night-Nurse,  now  more  clearly 
the  brand  leader  than  ever  and 
this  year  all  set  to  win  an  even 
bigger  share  of  the  important 
night  elixir  market. 

Dominance 

Outstanding  in  the  national 
press  since  early  autumn, 
Beechams  Powders  and  Veno's 
now  switch  to  TV  dominance 
as  well.  For  the  former  brand, 
together  with  increasingly 
popular  Hot  Lemon,  this  means 


Already  with  35%  of  the  market 
and  showing  a  sales  increase  of  41%, 
Beechams  Powders  Hot  Lemon  is  cur- 
rently being  backed  by  advertising 
support  that  amounts  to  all  of 
£500,000. 

Such  record  growth  and  such  a 
record  spend  make  this  very  much 
the  lemon  cold  treatment  for  chemists 
to  stock  just  as  it's  the  one  for  their 
customers  to  choose. 


an  all  winter  campaign,  well 
into  February. 

Favourites 

Finally,  as  the  sore  throat 
season  starts,  so  does  the 
forceful  new  campaign  for  Mac 
Lozenges.  Frequent  showings  of 
the  brand  new,  extra  noticeable 
commercials  cannot  fail  to 
build  still  further  on  last  year's 
record  37%  sales  increase  for 
this  fast  moving  favourite. 

All  in  all,  a  super-bright  TV 
picture  and  one  that  will  make 
Beecham  Winter  Remedies  star 
performers-on  your  shelves  as 
well  as  on  screens  nationwide. 


SALES  EXTRA 

Phensic  and  Setlers  both  starting 
further  big  TV  bursts.  For  Eno  Germo- 
lene  and  Diocalm  heavy  press  support 
will  continue.  All  pointers  to  the 
urgency  of  checking  stocks  and  reorder- 
ing now. 


BEECHAM  HOME  MEDICINES— THE  BIG  ONES  FOR  SALES 
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London,  December  5:  A  number  of 
commodities  from  each  sector  of  the 
market  have  showed  steep  price  rises 
in  recent  days.  Among  pharmaceutical 
chemicals  for  instance  stilboestrol  has 
gone  up  from  £137kg  to  £176.  Ceylon 
cinnamon  quills  rose  from  £0.57^  to 
£0.80lb  and  cumin  seed  was  £50  per 
metric  ton  dearer  on  the  week. 

Chinese  menthol  which  has  been  a 
weak  market  for  some  time  unexpec- 
tedly became  tight  on  the  spot  and 
forward.  The  cif  position  was  15p  kg 
higher  at  £5.30.  Dealers  in  Chinese 
menthol  and  oils  are  still  awaiting 
positive  directions  as  to  when  those 
items  which  are  still  dutiable  will  be- 
come exempted  under  the  generalised 
system  of  preferences.  There  have 
been  rumours  that  once  the  tax  comes 
off  there  may  be  simultaneous  export 
quotas  established.  Another  rumour 
was  that  China  will  raise  the  price  so 
that  any  benefit  from  a  tax  cancella- 
tion would  be  neutralised  so  far  as 
the  consumer  is  concerned.  After  a 
long  period  of  stability  European  val- 
erian root  has  risen  sharply. 


Pharmaceutical  chemicals 

Acetic  acid:  4-ton  lots,  per  metric  ton  delivered — 
glacial    BPC    £370;    99.5    per    cent    £356;    80  per 
cent  grade  pure  £321;  technical  £303. 
Acetone:  £410  metric  ton  for  30-drum  lots. 
Adrenaline:    (per   g)    1  kg    lots   base   £0.30;  acid 
tartrate  £0.25. 

Aloin:  micro-crystalline  £28.65  kg  in  50-kg  lots. 
Aluminium   chloride:    Pure   crystals   in  50-kg  lots 
£1.23  kg. 

Ammonium  acetate:  BPC  1949  crystals  £0.7378  kg 
in  50  kg  lots;  strong  solution  BPC  1953  £0.243  kg 
in  250-kg  lots. 

Ammonium  bicarbonate:  BPC  £190.83  metric  ton, 
ex-works,  in  50-kg  bags. 

Ammonium  chloride:  Pure  in  50-kg  lots  £0.2344  kg 
for  powder. 

Ammonium  tartrate:  Commercial  £2.28  kg  in  50-kg 
lots. 

Aspirin:  Ten-ton  lots  £1.76  .kg;  imported  from  £1. 
Atropine:    (Per   kg   in  i-kg   lots)    Alkaloid  £200.50; 
menthonitrate  £179;  sulphate  £169.90. 
Amylobarbitone:  Less  than  100-kg  lots  £14.89  kg; 
sodium  £16.17. 

Benzocaine:  BP  in  50-kg  lots,  £6.08  kg. 
Benzoic  acid:  BP  in  500-kg  lots,  £0.8801  kg. 
Biotin:    Crystals   £6.83  per   g;   £5.58   in   10-g  lots. 
Bismuth  salts:  £  per  kg. 


carbonate 
salicylate 
subgallate 
subnitrate 


50-kg 
6.10 
7.75 
9.50 
4.80 


250-kg 
6.00 


4.70 


Borax:  EP  grade,  2-4  ton  lots  per  metric  ton  in 

paper  bags,  delivered — granular  £239;  powder  £260; 
extra  fine  powder  £272. 

Boric  acid:  EP  grade  per  metric  ton   in  2-4  ton 
lots — granular  £369;  powder  £395. 
Bromides:  Crystals  £  per  metric  ton. 


Under  50-kg 

Ammonium  926 

Potassium  crystals  895 

Sodium  926 


250-kg 


1,000-kg 
856 

855  825 
886  856 


Brucine  sulphate:  £45.00  kg. 

Butabarbital:  Acid  £19.75  kg;  sodium  £21  kg  in 
50  kg  lots. 

Butobarbitone:  Less  than  100  kg  £17.91  per  kg. 
Caffeine:    BP    anhydrous   £5.51    kg    in    100-kg  lots; 
£4.80  in  500-kg. 

Calamine:  BP  £653  per  1,000-Kg  delivered. 
Calcium  ascorbate:  £7.28  kg  in  5-kg  pack. 
Calcium    carbonate:    Light    precipitated    BP  £175 
metric  ton  delivered. 

Calcium  chloride:  BP  anhydrous  96/98%   £1.13  kg 
in  50-kg  lots  of  powder;  granular  £1.15  hexahydrate 
crystals  BP   1968  £0.81. 
Calcium  gluconate:  £1.800  per  metric  ton. 
Calcium  lactate:   100-kg   lots  £1.37  kg. 
Calcium  pantothenate:  £6.97  kg   in  25-kg  lots. 
Carbon  tetrachloride:  BP  5-ton  lots  in  290-kg  drums, 
£265  per  metric  ton. 

Chloral    hydrate:    50-kg    lots    £2.20  kg. 
Chloramphenicol:  BP73  £24.50  kg  in  500-kg  lots. 
Chloroform:  From  September   10  BP  £490  to  £520 
per    metric    ton    according    to    drum    size;  2-litre 
bottles  £2.90  each;   10x500-ml  bottles  £1.25  each. 
Choline:    (500   kg   lots)   bitartrate  £2.61   kg;  dihy- 
drogen  citrate  £2.60. 

Clioquinol:  NF  XIV  500-kg  lots  £13.18  kg. 


Cinchocaine:  Base  (500-g  lots)  £92.70  kg;  hydro- 
chloride £89.10 

Citric  acid:  BP  per  metric  ton  single  deliveries, 

granular  monohydrate  £838;  anhydrous  £900  (pow- 
dered £20  premum   per   1,000  kg).   Five-ton  con- 
tracts £834  and  £897  respectively  for  granular. 
Cocaine:  Alkaloid  £688  kg;  hydrochloride  £628. 
Cyclobarbitone:  Calcium  £20.73  Kg  in  25-kg  lots. 
Dexpanthenol:  (Per  kg)  £10.41   in  5-kg  lots. 
Dextromethorphan   £154.92   in   5-kg  lots. 
Dihydrocodeine  bitartrate:  £535  kg   in  20-kg  lots: 
Subject  to  Misuse  of  Drugs  Regulations. 
Ephedrine:  (Per  kg),  hydrochloride/sulphate  £20.60 
in  50-kg. 

Ergometrine  maleate:  £6.35  in  50-kg  lots 
Ergotamine  tartrate  £4.25g  in  50-g  lots. 
Ether:    Anaesthetic:    BP   2-litre    bottle   £3.60  each; 
one-metric  ton  lots  in  drums  from  £1.75  in  18-kg 
drums  to  £1.65  kg  in  130-kg.  Solvent,  BP  in  130- 
kg  drums.  £1,190. 

Folic  acid:  100-kg  lots  from  £58  kg. 
Formic  acid:  per  metric  ton  delivered  in  4-ton  lots. 
98  per  cent  £362;  85  per  cent  £303. 
Homatropine:    Hydrobromide    £133.10    kg;  methyl- 
bromide  £126.60 — both   in   3,-kg  lots. 
Hyoscyamine:  Sulphate,   100-kg   lots  £267.90  kg. 
Hyoscine:   Hydrobromide   £490  kg. 
Hypophosphorous  acid:    (Per  metric  ton   in  50-kg 
lots).    Pure    50    per    cent   £425.    BPC    (30  per 
cent)  £305.34. 

Isoetharine  hydrochloride:  £110  kg  for  1-kg  lots. 
Isoprenaline:   Hydrochloride  £70   kg;   sulphate  £65. 
Lactic  acid:  BP  88/90%   £1.80  kg   in  70-kg  drum. 
Lignocaine:  (25-kg)  base  £11.74  kg;  hydrochloride 
£11.82. 

Mercurials:    Per    kg    in    50-kg    lots:  ammoniated 
£10.30;  oxide— red  £11.25  and  yellow  £10.90;  per- 
chloride  £6.62;  subchloride  £8.73;  iodide  £10.02. 
Mercury:  BPC  redistilled  £9.30  kg  in  25-kg  lots. 
Mersalyl:  Acid  £42.38  kg  in  10-kg  lots. 
Oxalic  acid:  Recrystallised  £1.39  kg  for  50-kg  lots. 
Paracetamol:  (Per  kg)  50-ton  contracts  from  £3.22; 
10-ton  £3.30.   Premium  for  d/c  £0.20  kg. 
Paraffin  liquid:  Pence  per  litre  excluding  duty; 


BP/BPC  grades 

1 

-9  drums 

10  drums 

bulk 

WA4 

47.0 

45.7 

39.8 

WA3 

45.9 

44.6 

38.7 

WA2 

47.7 

46.3 

40.5 

WA1 

51.7 

50.3 

44.5 

light  technical 

WA23 

44.2 

42.8 

37.0 

WA21 

46.1 

44.7 

38.9 

Pentobarbitone:  Less  than  100-kg  £20.17  kg; 
sodium  £21.39. 

Pethidine    hydrochloride:    Less    than    10-)<g  lott 

£51.30  kg.  Subject  to  Misuse  of  Drugs  Regulations. 
Phenobarbitone:  In  50-kg  lots  £8. 76kg,  sodium 
salt  £8.47. 

Pholcodine:  1-kg  £538  to  £543  as  to  make:  60-kg 
lots  £493.  Subject  to  Misuse  of  Drugs  Regulations. 
Phosphoric  acid:  BP  sg  1,750  £0.4521  kg  in  30 
drum    lots  minimum. 

Physostigmine:    Salicylate    £2.48   per    g;  sulphate 

£3.37  in   100-g  lots. 

Pilocarpine:  Hydrochloride  £328  per  kg;  nitrate 
£92  kg  for  10-kg. 

Quinalbarbitone:  Base  and  sodium  in  25-kg  lots 
£22.94  kg. 

Reterplne:  100-g  lots  £0.22g. 

Saccharin:  BP  '73  £3.70 — £4.30  kg  as  to  grade  for 
500-kg  lots  of  imported  material. 
Salicylic  acid:  5-ton  lot  £1.42  kg;  1  ton  £1.44. 
Streptomycin  sulphate:  £26.50  kg  in  one-ton  lots. 
Sodium  acetate:  BP  crystals  £0.94  kg   in  50-kg. 
Sodium  acid  phosphate:  BP  crystals  £1.19-£1.34  kg 
as  to  source  for  50-kg  lots. 
Sodium    benzoate:    £0.6664    kg    500  kg  lots. 
Sodium  bicarbonate:   BP  from  £121.24  metric  ton 
as  to  grade  in  minimum.  10-ton  lots  delivered  UK. 
Sodium  citrate:  Granular  £838  metric  ton;  powder 
£858.   Five-ton   contracts  £834  for  granular — all  in 
lined  bags. 

Sodium  fluoride:  in  50-kg  lots  £2.43  kg. 
Sodium  qluconate:  Technical  £756  metric  ton. 
Sodium  hydroxide:  Pellets  BP  1973  in  50-kg  lots 
E0.82-E0.93  kg. 

Sodium  nitrate:  Recrystallised  £0.84  kg  for  50-kg 
lots. 

Sodium  nitrite:  BPC  1973  E0.90-E1.18  kg  as  to 
maker  for  50-kg  lots. 

Sodium  perborate:  (per  1,000  kg)  monohydrate 
£584;  tetrahydrate  £346. 

Sodium  percarbonate:  £457  per  metric  ton. 
Sodium  phosphate:  monobasic  BP  crystalline  £1.19 

kg  in  50-kg  lot's. 

Sodium  sulphate:  Fine  crystals  BP  £89.80  per  met- 
ric ton,  pea  crystals  £109.30;  commercial  £39.60 
ex  works. 

Sodium  thiosulphate:  photo  arade  £187  per  metric 
ton;  £174.50  ton   in  4-ton  lots. 
Sodium    sulphite:    Crystals    £0.1750    kg    (500  kg 
minimum) . 

Stilboestrol:   BP  in   25-kg   lots,  £176  kg. 
Strychnine:   Alkaloid   £74.30   per  kq;   sulphate  and 
hydrochloride  £60.40  kg.   5-10  kg  lots. 
Succinylsulphathiazole:   £12.50   kg   in  250   ka  lots. 
Sulphacetamide  sodium:  BP  £7  25  kg  for  50-kg. 
Sulphaquinoxaline:   BVetC  £11.17   kg;   sodium  salt 
£12.52  kq  both  in  500-kg  lots. 
SulDhamethizole:  £11.35  ka  in  1,000  kg  lots. 
SulDhathiazole:  BP  1973.  £7.30  kg  in  Jr-ton  lots. 
Sulohadiazine:  BP  68  £4.80  kg  in  250-kq  lots. 
SulDhadimidine:  £7  30  kq  for  imported  in  |-ton  lots. 
Tartaric   acid:  £1.725  per  metric  ton. 
Theobromine:  Alkaloid  £6.90  kg  for  500-kg  lots. 
Theophylline:  Anhydrous  and   hydrous   £5.98   kg  in 
100-kg  lots;  ethylene  diamine  £6.43  kg. 

Crude  druqs 

Aqar:  Spanish/Portuguese  £7.30  kg  nominal. 
Aloes:  Cape  £1.070  ton  spot;  £1,060,  cif,  Curacao, 
nominally  £2,335,  cif,  no  spot. 

Balsams:  (kg)  Canada:  Unchanaed  at  £12.60  on  the 
soot;  shipment;  £12.35,  cif.  Copaiba  £3.20  spot 
£3.05,  'Cif.  Peru:  £9.75  spot;  £9.90,  cif.  Tolu:  £6.10 

S'P'Ot. 

Belladonna:  (kg  cif)  herb  £1.51;  leaves  £2.13  root 
no  offers. 
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Benzoin:  £200  cwt,  cif. 
Buchu:  Leaves  unquoted. 

Camphor:  Natural  powder  unavailable  on  spot;  For- 
ward £6.25  kg,  cif.  Synthetic  99%  £1.30  spot; 
technical  96%  £0.98. 

Cardamoms:  Alleppy  green  No.  2  £9  kg,  cif. 
Cascara:  £1,160  metric  ton  spot;  £1,015,  cif. 
Cherry    bark:    Spot  £1,110  metric   ton;  shipment 

£1,130,  cif. 

Cinnamon:  Seychelles  bark  £480  metric  ton  spot: 
£400,  cif.  Ceylon  quills  4  o's  £0.80lb,  featherings 
£0.19  lb  both,  cif. 

Cloves:    Madagascar/Zanzibar    £4,160    metric  ton 

spot,  £4,000,  cif. 

Cochineal:  Tenerife  black  brilliant  spot  £17.25  kg, 
cif.  Peru  silver  grey  £14.65  spot;  £14.20,  cif. 
Dandelion:  Spot  £1,995  metric  ton  spot,  £1,860,  cif. 
Ergot:  No  offers. 

Gentian  root:  £1,850  metric  ton  spot;  £1,785,  cif. 
Ginger:  Cochin  £430  metric  ton  spot  shipment 
£410  cif.  Other  sources  not  quoted. 
Henbane:  Niger  £1,385  metric  ton  spot;  £1,350,  cif. 
Honey:  (per  metric  ton  in  6-cwt  drums  ex  ware- 
house). Australian  light  and  medium  ambers  £665- 
£675;  Canadian  £800;  Mexican  £675;  Argentinian 
£790  (white). 

Hydrastis:  Spot  £30  kg;  no  cif. 
Ipecacuanha:  (kg).  Matto  Grosso  £20  kg;  spot. 
Jalap:  Mexican  15%  £2,430  metric  ton  cif.  no  spot. 
Kola  nuts:  £485  metric  ton  spot;  £430,  cif. 
Lanolin:  BP  grade  £1  kg  in  1  metric  ton  lots. 
Lemon  peel:  Spot  £1,240  metric  ton;  £1,150,  cif. 
Liquorice    root:    Chinese    £550    metric    ton  spot; 
£530  cif.  Block  juice  £1.63,  £2.20  kg  spot. 
Lobelia:     American     nominal.     European  £1,850 
metric  ton,  cif. 

Lycopodium:  £4.80  kg  spot;  no  cif. 

Mace:   Grenada   unsorted   $2,750   metric   ton,  fob 

whole  $3,000. 

Menthol:  (kg)  Brazilian  £5.50  traded  on  spot;  £5.85, 
cif.    Chinese  £5.40   in  bond;  £5.30,  cif. 
Nutmeg:  (per  metric  ton  fob)  Grenada  80's  $2,950 
sound  unassorted  $2,650  110's  $2,750,  bwb  defec- 
tives $1,750. 

Nux  Vomica:  No  spot  or  cif. 

Pepper:   (metric  ton)   Sarawak  black  £1,030  spot, 
$1,900,  cif;  white  £1,460  spot;  $2,800,  cif. 
Pimento:  Jamaican  £1,120  metric  ton  spot:  £1,085. 
Podophyllum:  Root  Chinese  no  spot;  £400  metric 
ton,  cif. 

Quillaia:  Spot  £905  metric  ton;  £725,  cif. 
Rhubarb:  Chinese  rounds  60  per  cent  pinky  £3.30 
kg,  spot;  £3,  cif. 

Sarsaparilla:    Jamaican    £2,015    metric    ton  spot, 
£1,895,  cif. 
Saffron:  nominal. 

Seeds:    (metric   ton,    cif)    Anise:   China   £865  for 
shipment.   Celery:   Indian  £465.   Coriander:  Moroc- 
can   £210.    Cumin:    Indian    £850.     Fennel:  Indian 
£475.  Fenugreek:  Moroccan  £290;  Indian  £285. 
Senega:  Canadian  £10.15  kg  spot;  £8.95,  cif. 
Senna  (kg)  spot  Alexandria  pods  hand-picked  from 
£2   upwards;    manufacturing   £0.55.    Tinnevelly  faq 
leaves  £0.46;  pods,  faq  £0.46;  hand-picked  £0.55, 
Squill:  Indian  white  £340  metric  ton,  cif. 
Tonquin  beans:   Para  £3.65  kg  spot;   £3.30,  cif. 
Turmeric:    Madras    finger   £575    metric    ton  spot; 
£460,  cif. 

Styrax:  Turkish  natural  £5.60  kg  spot;  £5.60,  cif. 
nominal. 

Valerian:  Dutch  £1,910  'metric  ton  spot;  £1,860,  cif 
Indian  £1,215  spot;  £1,185,  cif. 

Witchhazel  leaves:  £2.35  kg  spot;  £2.10,  cif  liquid 
£0.47  kg. 

Essential  and  expressed  oils 

Almond:  Sweet  in  1-ton  lots  £1.65  kg  duty  paid 
Anise:    (kg)    Spot   £13.70;    shipment   £13.25,  cif. 
Bay:  West  Indian  £11  kg  spot;  £10.75,  cif. 
Bergamot:  £55  kg  spot. 

Bois  de  rose:  Spot  £7.15  kg;  shipment  £7,  cif. 
Buchu:  South  African  £120  per  kg  spot;  English 
distilled  £180. 

Cade:  Spanish  £1.30  kg  spot. 

Camphor:  White  £0.87  kg  spot;  £0.87,  cif. 

Cananga:  Indonesia  £16  kg  spot  and  cif. 

Cardamom:    English-distilled   £220  kg. 

Cassia:  Chinese  offered  at  £58  kg  spot;  shipment 

nominal. 

Cedarwood:  Chinese  £1.30  kg  spot;  £1.20,  cif. 
Cinnamon:  Ceylon  leaf  £2.52  kg  spot  and  cif; 
bark,  English-distilled  £155. 

Citronella:  Ceylon  £3.15  kg  spot;  £3.10,  Cif.  Chinese 
£3.95  kg  spot;  £4.18,  cif. 

Clove:    Indonesian    leaf  £1.95   kg   spot;  shipment 
£1.78,  cif.  English  distilled  bud  £44. 
Eucalyptus:  Chinese  £1.65  kg  spot;  £1.75,  dif. 
Fennel:  Spanish  sweet  about  £8.50  kg  spot. 
Geranium:   Bourbon  £43.50   kg   spot;   £41.25,  cif. 
Ginger:    Chinese   £41    kg    spot;   £40,    cif.  English 
distilled  £105. 

Lavender  spike:  £15.50  kg  spot. 

Lemon:    Sicilian    best    grades    about    £20    kg  in 

drum  lots. 

Lemongrass:  Cochin  £4.75  spot  and  cif. 
Lime:  West   Indian   £13.50   kg  spot. 
Mandarin:  Old  crop  £23  kg  spot. 
Nutmeg:  East  Indian  £9  kg  spot  and  cif.  English- 
distilled  £18. 

Olive:    Spanish   £1,500   per   metric   ton    in  200-kg 
drums  ex  wharf;  Mediterranean  origin  £1,440. 
Oranae:    Florida  spot   £0.85    kg;    £0.85,  cif. 
Origanum:  Spanish  70  per  cent  £19.50  kg. 
Palmarosa:  Spot  £15.25  kg;  and  cif. 
Patchouli  Chinese  no  spot;  £18.35  kg,  cif. 
Pennyroyal:   From  £7.50  per  kg  spot. 
Pepper:  English-distilled  ex  black  £140  kq. 
Peppermint:    (kg)    Arvensis — Brazilian    £4.60  spot 
and    cif,    Chinese    £3.10    spot   and    cif.  Piperata 
American  from  £14.25  spot;  £14,  cif. 
Petitgrain:    Paraguay  £8.40   kg   spot;   £8.30,  cif. 
Sandalwood:    Mysore    £62    kg    spot;    East  Indian 
£52  spot. 

The  prices  given  are  those  obtained  by  importers  or 
manufacturers  for  bulk  quantities  and  do  not  include 
value  added  tax.  They  represent  the  last  quoted  or 
accepted  prices  as  we  go  to  press. 
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THIS  AD  TELLS  YOU  NOTHING. 


THIS  REPORT  TELLS  YOU  EVERYTHING. 

r  —  —  —  —  —  —  —  —  —  —  —  —  —  ■  n 

1  A  study  on  the  attitudes  and  buying  behaviour  of  British  non-food  retailers.  £11. 00  from  Sue  Wagstaff,  Retail  Department,  1 

|  Benn  Publications  Limited,  25  New  Street  Square,  London  EC4A  3J A. Telephone  01  -353  321 2.  Telex  27844.  ~ 

_  Please  send  copy/copies  of  'How  retailers  buy'  to: 

1  Name  :  

|  Address  

_  Position  Tel  

•  I  enclose  a  cheque/postal  order  for  £  made  payable  to  Benn  Publications  Ltd.         BGHH  >> 

^  publishing  foi  business 
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Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 

25  New  Street  Square,  London  EC4A  3JA. 

Telephone  01-353  3212 

Publication  date  Every  Saturday 

Headings  All  advertisements  appear  under  appropriate 

headings. 

Copy  date  12  noon  Tuesday  prior  to  publication  date. 
Advertisements  should  be  prepaid. 


Circulation  ABC  July/December  1978.  17,737. 
Display/Semi  Display  £5.00  per  single  column 
centimetre,  min  25mm.  Column  width  44mm. 
Whole  Page  £450  (275mm  x  1 86mm). 
Half  Page  £250  (135mmx91mm). 
Quarter  Page  £130  (1 35mm  x  91  mm). 
Lineage  minimum  charge  £5.00  for  20  words, 
25p  per  word  extra. 
Box  Numbers  £0.60  extra. 

Series  Discounts  5%  on  3  insertions  or  over.  10%  on 
7  insertions  or  over.  15%  on  13  insertions  or  over. 


BUSINESS  FOR  SALE 


STOCKTAKING 


We  have  been  STOCKTAKING  in  retail  pharmacy 
for  over  55  YEARS  and  our  partners  have  between 
them  over  90  YEARS  stocktaking  experience.  We 
have  a  fully  trained  staff  with  long  experience  of 
pharmacy  business  behind  them  and  we  are  able  to 
undertake  stocktaking  throughout  the  length  and 
breadth  of  Great  Britain.  Our  systems  have  been 
devised  over  the  years  to  give  the  highest  degree  of 
accuracy  and  reliability.  We  continue  to  use  the 
caller/writer  method  as  we  believe  that  our  system 
provides  a  more  detailed  record  and  a  more 
satisfactory  result  than  any  adding  machine  or  other 
cost  cutting  method  can  provide. 
Our  vast  experience  of  retail  pharmacy  is  always 
available  to  our  clients,  many  of  whom  regularly  take 
advantage  of  it. 

Having  sold  a  record  number  of  businesses  during  the  last  year,  we 

declare  that  the  demand  for  good  sound  businesses  is  at  present  in 

excess  of  supply  in  all  areas  of  the  country. 

Vendors  contemplating  selling  their  business  can  be  assured  of 

expert  and  conscientious  attention  to  their  interest. 

We  act  only  for  vendors. 


V  Ernest  J/George 

GARDALE  HOUSE.  122  GATLEY  ROAD.  GATLEY,  CHEADLE. 
CHESHIRE  SK8  4AT  Tel:  061-428  6718/9 


MONOPOLY  POSITION 

in 

Kettering,  Northants 

New  Shopping  Centre  (pop.  7,000) 

By  general  request,  Chemists,  Druggists, 
Photogr.,  Electr.,  etc.,  required  for  last 
rem.  unit  at  £2,400  p.a.  ex. 

BDL,  239a  Finchley  Road, 
London  NW3 
Pnone:  01-794  5751/2 


STOCKTAKING 


EAST 
MIDLANDS 

Drugstore  for  sale.  Prime 
site,  taking  in  excess  of 
£250,000.  25  year  lease 
would  accept  £30,000  for 
goodwill,  fixtures  and  fit- 
tings, plus  stocks  at  value. 

BOX  NO.  C&D  2675 


STOCKTAKING 

Undertaken  by  a  team  specialising 
in  the  pharmaceutical  trade  with 
wide  experience  of  both  ethical 
and  O.T.C.  stock.  Fast  accurate 
service  at  extremely  competitive 
rates. 

MARCO  FINANCIAL  SERVICES 
8  King  Street, 
Newcastle  under  Lyme,  Staffs 
Tel:  Newcastle  (0782)  631551. 


AGENTS 


Pharmaceutical  Company 

with  extensive  contacts  both  retail  and 
industrial  are  seeking  new  products  to 
expand  current  range. 

Please  apply 
to  Box  No.  C&D  2674 


STOCKS  FOR  SALE 


FOR  CHRISTMAS 

ALL  FRENCH 
COSMETIC  HOUSES 

PERFUMES,  TALCS,  ETC. 
CHEAPER  THAN  TRADE. 
CONSUMER  PRODUCTS. 

TEL:  0903-205861. 


'AFRO'  PRODUCTS 

English,  American  and  Caribbean  products.  We  offer  a  unique  ser- 
vice, to  the  retailer,  in  most  popular  brands  of  hair  and  skin  cosmetics 
Johnson  s.  Palmer  s.  St  Clare  s.  Dax,  La  India,  etc..  etc 

ZEBBRA  WHOLESALERS, 
127  Stoke  Newington  High  St., 
London,  N16. 

Phone  01-249  3161,  ext.  4/5. 


WEST  LONDON 
CASH  AND  CARRY 
397  Acton  Lane, 
London,  W.3. 
Tel:  01-993  6400/6409/2921 
Comprehensive  range  of  chemists' 
goods,  perfumes  and  cosmetics 


SINGLE  EDGE  BLADES.  Stainless 
steel  blades  20  packets  of  5  or  cartons 
of  100  £3.95  inclusive  cheque  with 
order  please.  Rolenworth  Limited,  1/3 
Greys  Road,  Henley-on-Thames, 
Oxon. 

COPPER   TRADING  COMPANY. 

Direct  from  the  manufacturer,  Copper 
Bangles  at  only  £65  per  hundred. 
Copper  Trading  Company,  35  High 
Street,  Banstead,  Surrey.  Tel.  Burgh 
Heath  (25)  59658. 

ONE-SIZE  TIGHTS  from  £2.30  doz. 
plus  VAT.  Min.  order  6  doz.  overall 
CWO.  Carriage  free.  Full  range  Price 
List.  E  &  R  Kaye,  16/18  New  Bridge 
Street,  London,  EC4. 


LIMITED  EDITION— 500  only.  Set  of  3 
miniature  carboys  with  ground  glass 
stoppers.  1  x  pear-shaped  plus  2  x 
swan  necked.  Between  4"  &  6"  high. 
Beautifully  packed  in  green  leatherette 
presentation  case.  Ideal  gift  at  £20.00 
incl.  p.  &  p.  from  Jay-K-Gee,  73  West 
Gate,  Mansfield,  Notts. 

SEND  YOUR  FRIENDS  a  distinctive 
Christmas  Card  this  year — one  with  an 
original  Pharmaceutical  scraper-board 
print  of  a  pestle  and  mortar.  Superbly 
presented  in  sepia  tone.  £2.50  x  10 
including  envelopes.  Jay-K-Gee,  73 
West  Gate,  Mansfield,  Notts 


JAPANESE 
COSMETIC  BAGS 

Unique  opportunity,  100  dozen 
very  high  quality  black  and 
white  silk  in  exclusive  design. 
Approx.  6"  x  4"  £1 1  per  dozen. 
Immediately  available. 
Telephone  01-586  4589 


STOCKS  WANTED 


A.  &  H.  OTTER  LTD. 

(established  1920) 

Largest  cash  stock  buyers  in  the 

trade  for  manufacturers'  clearing 

lines,  and  retailers'  stocks. 

8  Northburgh  Street,  London 

EC1V  0BA.  Tel:  01-253  1184/5. 

Telegrams:   "Salvall",  London 

E.C.1. 
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PHARMACEUTICAL  ANTIQUES. 

Drug  runs,  shop  interiors,  bottles, 
etc.,  urgently  wanted.  Kindly  contact 
Robin  Wheeler  Antiques,  Parklands 
Park  Road,  Ashtead,  Surrey.  Tele- 
phone: Ashtead  72319.  Buyer  col- 
lects. 


Please  mention 
C&D  when  replying 
to  advertisements 
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SHOPFITTING 


STOP  A  THIEF 

Do  not  let  a  thief  spoil  your  Christmas. 

Shoplifting  and  petty  theft  are  a  costly  menace.  Install  a  simulated  camera 
for  £29.50  plus  VAT — or  a  live  system  from  as  little  as  88p  per  day. 
Manx  Electronics,  313  New  Cross  Road,  London,  SE14  6AS.  Tel. 
01-691  8721. 


/if /tern  80 


Modular  units  with  complete 
shopfitting  services.  NPU-NPA 
recommended  (for  15  years). 
Coloured  brochure- from: 
Olney  Brothers  Ltd., 
Northbridge  Road,  Berkhamsted, 
Herts.  HP4  1EG.  Tel:  5417/9 


SUPER  SHELVING  SYSTEM  WILL 
INCREASE  YOUR  TOILETRY  SALES 
BY  HUNDREDS  of  pounds.  Send  for 
colour  illustration  or  ask  us  to  call  for 
instant  quote.  Glass  display  counters 
with  lighting,  island  sites  and  show- 
cases. Early  delivery  direct  from  mak- 
ers. THIRSK  SHOPFITTINGS,  741- 
743  Garrett  Lane,  London  SW1 7  OPD. 
Tel:  01-946  2291. 


MISCELLANEOUS 


SHOPKIT 

The  world's  first  D.I.Y.  shopfitting  system 
can  save  you  as  much  as  C1.500  on  an 
average  refit.  Illustrated  leaflets  sent  by 
return  of  post. 

SHOPKIT, 

50  Ivatt  Way, 
Peterborough  PE3  7PN, 
or  telephone 
Peterborough  0733  265263 
(24-hour  cheap  service). 


EQUIP.  FOR  SALE 


"FASHION  JEWELLERY" 
Jodez  (Manchester)  Ltd., 
34  Shudehill,  Manchester  M4 1 EY 
Tel:  061-832  6564 

Largest  and  most  exclusive  range 
of  direct  and  imported  continental 
jewellery. 


COLOSTOMY,  ILEOSTOMY,  UROS- 
TOMY appliances/accessories.  Com- 
plete range.  Immediate  delivery.  Gram- 
pian Medical  Supplies,  29-33  Skene 
Square,  Aberdeen.  Tel:  0224  631307. 


We  have  the  following 
equipment  for  sale: — 

Manesty  27  Station  RBB3 

tablet  machine 
lifting  Super-fast  27 

station  tablet  machine 

Clinitape  Strip-Packer 

with  vibratory  bowl  feed. 

F.M.  Jones.,  M.A. 
STEINHARD  LTD. 
702  Tudor  Estate, 
Abbey  Road,  Park  Royal, 
London  NW10  7UW. 


SITUATIONS  VACANT 


WORKS  MANAGER 

for  manufacturing  chemist  in  west  country 

Due  to  future  planned  developments,  a  manufacturing  chemist  based  in 
the  west  country  requires  the  services  of  a  works  manager. 
Applicants  should  have  suitable  pharmaceutical  qualifications  and  pre- 
vious manufacturing  experience  for  this  demanding  but  rewarding 
position.  Remuneration  and  conditions  are  in  keeping  with  this  important 
appointment. 

Apply  in  first  instance  to:  Works  Director,  Box.  2673. 


Sales 
Representative 

North  London  and  East  Anglia 
c.  £5,400  plus  expenses  &  company  car 

British  Cod  Liver  Oils  require  a  Sales  Representative  with 
Chemist  selling  experience  to  develop  sales  of  their  phar- 
maceutical and  veterinary  products. 
Ideally  you  will  be  situated  in  the  London  Area  and  be 
prepared  to  spend  sufficient  time  away  from  home  calling 
on  chemists,  pet  and  agricultural  trades  to  service  existing 
and  prospective  customers. 

The  company  offers  an  attractive  remuneration  package  of 
around  £5,400  out  of  pocket  expenses  and  a  company  car 
with  private  usage. 

Candidates  should  write  with  brief  career  details  to: 
Mr.  M.  J.  Lamb,  Personnel/Training  Manager,  British 
Cod  Liver  Oils,  Marfleet,  Hedon  Road,  Hull. 


Export 
Sales 

Europe 

Booker  Health  Foods  Limited  is  the  largest 
company  in  its  particular  market  sector  in 
the  UK.  In  the  past  four  years  our  overseas 
sales  of  natural  foods  and  health  products 
have  developed  from  virtually  nil  to 
nearly  £1  million  in  1979. 

We  are  committed  to  maintaining  our  past 
growth  record,  and  to  this  end  wish  to 
appoint  an  Area  Sales  Manager  for  the 
territory  which  will  extend  from 
Scandinavia  to  the  Mediterranean. 

As  well  as  servicing  existing  accounts, 
you  will  be  expected  to  identify  and 
follow  up  potential  sales  opportunities. 
In  practice,  this  will  entail  considerable 
negotiating  skills  combined  with 
diplomacy  and  a  determination  to 
succeed.  We  are  therefore  looking  for 
someone  with  a  proven  track  record  of 
selling  consumer  packaged  goods  to 
major  accounts.  Your  experience  should 
have  been  gained  either  in  the  grocery  or 
pharmaceutical  field,  but  not  necessarily 
in  overseas  markets.  Fluency  in  a  second 
major  European  language  would  be  a 
distinct  advantage. 

The  position  offers  a  competitive  salary, 
which  together  with  overseas  allowances 
would  amount  to  about  £7,500.  A  company 
car  is  provided  together  with  the  benefits 
normally  associated  with  a  major 
international  public  company. 

Please  write  giving  details  of  career 
history  and  current  salary  to:— 

Mr.  G.  R.  Burns 
Personnel  Director 
Booker  Health  Foods  Limited 
Beaver  House,  York  Close, 
Byfleet,  Surrey. 

Tel:  Byfleet  40101 
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Classified  Advertisements 

Post  to  Classified  Advertisements,  Chemist  &  Druggist, 
25  New  Street  Square,  London  EC4A  3JA 
Telephone  01-353  3212 

Copy  date  1 2  noon  Tuesday  prior  to  publication  date 


ORDER  FORM 

Please  insert  as  below  our  advertisement  under  the  heading 


Please  invoice  - 
PLEASE  PRINT 


insertions 


Name 


Address 


Date 


Phone   

Display/Semi  Display  £5.00  per 
single  column  centimetre,  min 
25mm.  Column  width  44mm 

Whole  Page  £450  (275mm  x 
86mm) 

Half  Page  £250  (1 35mm  x  1 86mm) 


Signed 


Quarter  Page  £130  (135mm  x 
91mm) 

Lineage  Minimum  charge  £5  for  20 
words,  25p  per  word  extra 
Series  Discounts  5%  on  3  inser- 
tions or  over.  1 0%  on  7  insertions  or 
over.  1 5%  on  1 3  insertions  or  over 


Typesetting  and  graphics  by  Tottenham  Typesetters  Ltd.,  London  N1 5.  Printed  by  Riverside  Press  Ltd.,  Whitstable,  Kent.  Published  by  BENN  PUBLICATIONS  LTD.,  25  New  Street  Square,  London 
EC4A  3JA.  Registered  at  the  Post  Office  as  a  Newspaper  20/24/1 6s 


PUT  SPUR  AND  READICLIP  TOGETHER 
AND  HALVE  THE  COST  OF  A  REFIT. 


You  can  spend  a  fortune  getting  your  business 
fitted  out  with  modern  shelving  and  displays. 
But  there's  no  need  to. 
For  we've  devised  a  system  that  combines 
economic,  super-strong,  wall-mounted  Spur  adjustable 
shelving  with  low-cost,  easy-to-assemble  Readiclip 
reestanding  units. 

If  you  wish,  you  can  easily  put  it  together  yourself, 
ake  a  really  professional  j  ob  of  it,  and  save 
nstallation  charges. 

What's  more,  we'll  give  you  the  help  you  want  in 
lanning  and  layout  free  and  without  obligation, 
Just  clip  the  coupon  and  see  how  Spur  and 
eadiclip  can  clip  the  costs  for  you. 


■START  CUTTING  COSTS  HERE  -  1 


To:  Spur  Systems  International  Ltd, 

Otterspool  Way,  Watford,  Herts.  Telephone:  Watford  26071. 
Please  mail  me  a  Spur-Readiclip  brochure. 

Name  CD/8/12  - 

Type  of  business 
Address 


Telephone 


CLIP 


winlam 


for  twin  lamb 
disease 


Winlam  is  the  unique  and  established 
remedy  for  pregnancy  toxaemia  in  ewes 
(twin  lamb  disease).  Peak  sales  if  the 
product  are  January  -  March. 

Winlam  comes  within  the  'Pharmacy 
Only'  category  under  the  Medicines  Act 
and  thus  supplies,  from  1st  February, 
1980,  will  be  restricted  to  pharmaceutical 
channels. 

Current  advertising  in  the  'Farmers 
Weekly'  directs  sales  to  chemists. 

For  terms  write  or  'phone  today. 

HODGES  &  MOSS  Ltd 

Harlescott  Lane.  Shrewsbury.  Salop. 
Tel:  Shrewsbury  (0743)  51  558. 


ALPHAKIL 

FOR 
MICE 


RENTOKIL 

PRODUCTS  THE  PROFESSIONALS  USE 

RENTOKIL  LTD,  PRODUCTS  DIVISION,  FELCOURT,  EAST  GRINSTEAD 
WEST  SUSSEX,  RH19  2JY  Telephone:  Lingfield  (0342)  833022 


THE  TRADE  PRESS 
IN  BRITAIN 


The  Trade  Press  in  Britain 


Chief  executives  are  avid 
readers  of  the  Trade  Press. 
Half  of  them  regularly  read  at 
least  five  trade  journals. 
Nine  out  of  ten  get  most  of 
their  authoritative  information 
on  their  industries  from  the 
the  Trade  Press. 
7*  nd  they  rely  on  it  more  than 
any  other  medium  for  assessing  future  prospects. 
These  are  just  some  of  the  findings  of  a  new  research 
study  commissioned  by  Benn  Publications.  As  well 
as  chief  executives,  we  talked  to  marketing  directors 
and  advertising  agents.  Some  surprising  new  facts 
and  opinions  emerged  which  emphasize  the  need 
for  a  fresh  look  at  the  role  of  the  Trade  Press  in 
reaching  decision  makers  in  trade  and  industry. 

We've  published  the  results  in  a  32-page  report  'The 
Trade  Press  in  Britain'.  Write  for  a  complimentary  copy 
to  Marketing  Services  Department,  Benn  Publications 
Limited,  25  New  Street  Square, London  EC4A  3JA. 
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For  your  professional  recommendation, 
another  great  profit-winner  from  Parke-Davis 


Benylin 

DAY  AND  NIGHT 

Cold  Treatment 


New  Benylin*  Day  and  Night  Cold  Treatment  is  an  effective  product 
that  you  can  recommend  to  your  customers  with  full  professional  confidence. 
It's  an  effective  profit-winner,  too.  No  other  product  in  this  important 
market  offers  you  the  same  return  for  your  recommendation  at  the  counter, 
as  many  pharmacists  know  already. 


Benylin  Doy  ond  Night  Cold  Treatment  is  a 
containing  24  retail  pocky 
list  price  to  phorm  per  retoil  pock  55p 
Price  lo  public  per  retail  pock  95p 

(inc.  VAT,  €  15%). 
Compo.ibon 

Each  yellow  (daytime)  tablet  contain! 
Paracetamol  B  P 

Phenylpropanolamine  hydrochlor.de  B  P 
Each  blue  (night  lime)  toblet  contains! 
Porocetomo!  B  P 

Diphenhydramine  hydrochloride  B  P 


For  the  relief  of  the  s; 


u  associated  with  colds  ond  mflui 


mdkatie 


mg.e 


Adult  Dosage 

Pour  tablets  should  be  taken  daily  -  three  yellow  I 

doy  ond  one  blue  tablet  at  night 

Take  only  one  toblet  at  a  time,  and  only  at  the  tiro 

Do  not  foke  the  night-time  tablets  dunng  the  doy 
Children  s  Dotage 

Not  recommended  for  chldren  under  12  years 


ibletj  during  the 
■s  ol  day  indicated 


Hypersensitivity  to  any  ol  the  constituents  Poracetomol  con  cause  skin 
rashes,  dizziness  and  palpitations  Caution  should  be  enercised  in 
polienls  with  hyperthyroidism,  hypertension,  cardioc  dysfunction, 
diabetes  mellitus  and  liver  disorders  Benylin  Day  &  Night  Cold 
Treatment  should  not  be  used  dunng  treatment  with  MAOh  or  for 
two  weeks  after  completion  of  therapy 

Do  not  eiceed  the  staled  dose  -  An  overdose  is  dangerous:  medical 
attention  should  be  sought  immediately  May  couse  drowsiness. 
II  affected,  do  not  drive  or  operate  mochmery  Not  to  be  used  in 
pregnancy  Avoid  olcohoJic  drink  If  symptoms  persist,  consult  your 


Legal  Category  p 
Product  Licence  Holder 

Parke-Davis  &  Company,  Usk  Road,  Pontypoal, 
Gwent.  NP4  OYH  Telephone  (049  55)  2468 

Product  Licence  No:  001 8/01 15 
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Celeste 


fashion  earring 

in  durable  nyjjjf  in  a  range  of  attractive  J^F* 
ibolours  andfjpsigns  to  suit  all  tastes  — 
4|gjrn  the  teenage  disco  scene  to  the  most 
sophisticated  market.  i\ 
Available  oneither  blister  packs  or  displav\ 
cards  av ver;jf  competitive  prices. 
Display  stands  provided. 


For  illustrated  price  list  contact:— 

Ravina  Ltd!,  3  BajrtorlRoad, 
(Water  Eaton  Industrial*  Estate 
lltchley,  Milton  Keynes.  MK2  3HS 
elephone:  0908  71888  Telex:  826141 

>r  your jLcaftwhoiesaler 


THREE  WWS  TO  GIVE 

THE  BEST  ADVICE  ON 
DANDRUFF  CONTROL 


If  you  work  in  a  chemist's  shop  you 
have  to  be  able  to  help  with  people's  prob- 
lems, as  well  as  to  serve  them. 

People  need  advice. 
Now  you  can  give  them  better  advice  about 
dandruff  control:  three  times  better. 

Because  now  there's  new  All  Clear. 
It  not  only  clears  dandruff  but  it  comes  in 
three  special  formulations— for  dry,  normal 


and  greasy  hair.  One  will  be  right  for  every 
customer. 

Nothing  clears  dandruff  better  than 
All  Clear  and  there's  no  other  anti-dandruff 
shampoo  on  the  market  that  can  really 
solve  the  problem  of  having  dry,  normal  or 
greasy  hair. 

Nothing  is  better  advice  for  your 
customers. 


CLE 


clears  dand; 
with  regular 


ML 

CLE 


AlT] 

cljJh 

clears  dand;  I 
with  regular  fj 

■ill  ■ 

dears  dandruff 
with  regular  use 


NEWALL  CLEAR 

THE  ONE  NAME  TO  REMEMBER 

Elida  Gibbs  ■Aj  The  brands  that  mean  business. 


2 -Supplement  to  Chemist  &  Druggist  December  8,  1979 


CONTENTS 


3 


Counterpoints  review:  Will 
Lightwaves  'revolutionise'  the 
home  perm  market? 


4 


Counterpoints  review:  Deep 
down  grooming 


5 


Counterpoints  review:  A  hair 
conditioner  worth  waiting  for 


6 


Personalities  in  the  beauty 
business — divisional  manager 
(cosmetics),  Roche — Lynn 
Smith 


Facing  up  to  the  eighties 


13 


Movements  in  the  haircare 
market 


COUNTERPOINTS 


Will  lightwaves 'revolutionise* 
the  home  perm  market? 


Earlier  this  autumn  Gillette  added  Light- 
waves, a  new  type  of  home  perm  pro- 
duct to  their  haircare  range  (C&D,  Octo- 
ber 6,  p515). 

The  home  perm  market  has  been  un- 
dergoing several  changes  recently.  In 
1978  sales  of  home  perms  totalled  7.75 
million  units  (value  £5. 62m) — an  increase 
of  nearly  17  per  cent  over  the  1977 
figure.  Until  last  year,  however,  the  mar- 
ket had  been  in  a  state  of  gradual  de- 
cline since  its  heyday  in  the  50s,  the 
time  of  the  Toni  twins!  After  this  initial 
increase  in  1978  the  market  reached  a 
plateau,  but  with  a  trend  to  softly  curled, 
gently  waved  hairstyles  forecast  for  the 
feminine  80s  look,  it  is  expected  that 
sales  will  increase  appreciably  once  again, 
with  a  projected  figure  of  9m  units  sold 
in  1980. 

Most  home  perms  currently  available 
are  formulated  with  a  waving  lotion 
based  on  ammonium  thioglycollate.  Any- 
one familiar  with  this  constituent  will 
know  that  it  smells  fairly  awful. 

The  active  ingredient  in  these  perms 
reduces  the  disulphide  bonds  of  the  hair 
while  it  is  in  a  deformed  state,  that  is, 
wound  over  perming  curlers.  The  re- 
sults of  this  chemical  change,  coupled 
with  the  smell  of  ammonium  thiogly- 
collate, permeates  through  the  users 
house  and,  quite  frankly,  is  enough  to 
put  anyone  off! 

Another  limitation  of  conventional 
home  perms,  according  to  Gillette,  is 
that  they  are  not  really  suitable  for  use 
on  colour-treated  or  bleached  hair. 
"There  is  risk  of  damage  if  not  used 
exactly  according  to  the  manufacturer's 
explicit  instructions",  say  Gillete. 

"Thio  home  perms  (those  containing 
ammonium  thioglycollate),  like  Toni, 
were  developed  to  cover  the  need  for 
an  effective  way  to  put  a  permanent  curl 
into  the  hair,  but  modern  hair  fashions 


demand  body  and  manageability  from  a 
product  which  will  not  strip  out  the  hair's 
condition." 

The  selling  point  for  Lightwaves  is 
that  it  is  a  non-thio  perm.  These  have 
been  available  in  the  United  States  for 
some  time  and  are  said  to  have  "re- 
volutionised the  market".  It  uses  a  two- 
step  process  similar  to  conventional  thio 
perms,  but  there,  say  Gillette,  the  simi- 
larity ends.  The  waving  lotion  has  no 
odour  at  all — a  major  plus  in  terms  of 
consumer  acceptance.  It  is  said  to  be 
a  system  which  is  safe  to  use  on  hair 
for  which  a  thioglycollate  perm  would 
be  inadvisable.  For  instance,  it  can  be 
used  on  colour  treated  hair.  It  is  recom- 
mended, however,  that  the  development 
time,  usually  one  hour,  be  reduced,  as 
dyed  or  tinted  hair  is  more  porous  and 
reacts  quicker  to  the  chemicals. 

In  a  nutshell,  therefore,  Lightwaves 
guarantees  a  soft  effect,  either  a  gentle 
wave  or  simply  more  body  for  style, 
manageability  and  positively  no  smell. 
Also  because  it  is  notoriously  difficult  to 
persuade  product  users  to  read  instruc- 
tions, Gillette  have  produced  a  large  in- 
struction sheet  for  Lightwaves  with  easy 
to  follow  diagrams.  This  sheet  is  presen- 
ted in  the  all-in-one  pack.  The  "starter 
kit"  (£2.39)  comprises  waving  lotion, 
neutraliser,  styling  rods,  plastic  turban, 
instruction  leaflet  and  style  booklet.  In 
the  new  year  a  refill  pack  (£1.49)  will 
be  made  available. 

In  market  terms  Lightwaves  is  expec- 
ted to  appeal  to  several  types  of  con- 
sumer. Established  home  perm  users  who 
now  want  less  curl;  new  users  of 
all  ages  who  were  previously  put  off  by 
the  smell,  and  new,  young  users  who 
want  fashionable  body  for  their  hair  at 
reasonable  cost. 

Lightwaves  will  be  backed  by  a  two- 
pronged  advertising  campaign  which  will 
peak  both  at  Christmas  and  Easter — im- 
portant buying  times  for  this  type  of 
product.  The  Christmas  burst  will  fea- 
ture Press  advertisements  incorporating 
a  50p-off  coupon.  The  total  expenditure 
for  advertising  and  promotion  over  the 
next  year  or  so  will  be  £600,000,  "an 
unprecedented  sum  for  a  perm  product", 
says  the  company. 

The  advertising  will  illustrate  that 
Lightwaves  is  less  of  a  "commitment" 
than  normal  perms;  that  repeat  applica- 
tions can  be  made  at  more  frequent  in- 
tervals and  therefore  that  it  is  possible 
to  vary  hair-styles  more  often — a  plus 
for  the  fashion  conscious  consumer. 
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UNTERPOINTS 

REVIEW 

Deep  down  grooming 


Tt  is  unusual  for  a  skin  product  develop- 
ed initially  for  hospital  use  only,  to 
evolve  into  a  cosmetic  OTC  product. 
But  this  was  exactly  the  case  with 
Galenco's  deep  penetrating  skin  con- 
ditioner, introduced  to  the  UK  in  No- 
vember 1978. 

The  Galenco  company  first  formulat- 
ed a  product  in  Belgium  through  the 
research  and  development  work  of  a 
hospital  pharmacist  and  dermatologist. 
It  was  used  to  keep  skin  supple  and  free 
from  infection.  Pressure  sores  are  al- 
ways a  major  cause  for  concern  in  hos- 
pitals and  great  care  was  taken  in  the 
development  of  the  product  to  make  it 
suitable  for  the  most  sensitive  skins. 
This  hospital  product  from  Galenco  is 
now  used  and  recommended  in  Euro- 
pean hospitals  and  pharmacies  where  its 
outstanding  performance  and  quality  are 
said  to  have  been  appreciated  since  1964. 

From  this  hospital  environment,  Ga- 
lenco Cosmetics  Ltd  recognised  the 
cosmetic  potential  of  the  product  and, 
with  minor  formulation  changes,  pro- 
duced Galenco  deep  penetrating  skin 
conditioner.  Collagen  was  added  and  the 
formulation  made  lighter  and  more 
easily  absorbed.  The  other  ingredients — 
allantoin,  cosbiol  and  Irgasan  DP  300 — 
remained  the  same. 

Allantoin  was  first  used  in  the  1930s 
as  a  substance  capable  of  healing  and 
revitalising  the  skin.  It  is  said  to  remove 
undesirable  tissue,  to  clean  up  the  skin 
and  to  follow  through  by  encouraging 
new  growth.  It  is  reported  as  non-irritat- 
ing and  safe,  it  is  odourless  and  does 


not  stain.  It  is  thought  to  be  beneficial 
in  such  conditions  as  severe  sunburn, 
impetigo  and  eczema. 

Cosbiol,  a  deeply  penetrating  oil 
similar  to  the  skin's  own  sebum,  is  also 
present  in  the  skin  conditioner.  This  acts 
as  a  "carrier",  taking  the  other  ingre- 
dients deeply  into  the  epidermis.  Colla- 
gen, described  as  a  natural  skin  protein 
that  helps  skin  retain  youthful  elasticity, 
and  Irgasan  DP  300,  a  gentle  and  effec- 
tive antiseptic,  are  also  present. 

The  company  says  that  the  product 
tones  and  nourishes  the  skin  as  well  as 
haVing  healing  and  antiseptic  qualities. 
It  was  found  that  as  well  as  treating  the 
patients  for  pressure  sores,  the  nurses 
were  using  the  skin  product  themselves 
because  their  skin  was  kept  soft  and 
supple.  This  meant  that  the  product  was 
suitable  for  use  all  over  the  body  as  a 
daily  conditioner.  The  cosmetic  version 
— Galenco's  deep  penetrating  skin  con- 
ditioner— is  recommended  for  excessive- 
ly dry  skin  conditions.  It  is  said  to  be 
particularly  suitable  in  winter  for  the 
treatment  of  dryness  and  chapping. 

Another  product,  also  developed  with 
the  care  and  condition  of  the  skin  in 
mind,  was  Galenco's  deep  moisturising 
bath  foam.  This  is  a  deep  cleansing  bath 
additive  which  was  produced  to  act  as  a 
total  foam  cleanser  which  can  be  used 
without  soap.  It  is  enriched  with  ex- 
tracts of  mistletoe,  fennel,  melissa  and 
palm  oil,  which  are  said  to  leave  a  fine 
film  of  oil  on  the  skin  which  is  absorbed 
into  the  upper  layers,  protecting  it  from 
moisture  loss. 


Our  title  is  borrowed  from  the  current 
Press  advertising  from  Wella  for  their 
latest  product —  the  Ultra  Care  hair 
pack.  This  was  launched,  together  with 
Ultra  Care  high  performance  con- 
ditioner, in  September  this  year.  Another 
in  the  series  of  advertisements  uses  the 
headline — "First  the  face  pack.  Now 
the  hair  pack".  The  ad  goes  on  to  ex- 
plain that  this  product  takes  a  little 
longer  to  use  than  most  conditioners  but 
says  it  "does  things  no  ordinary  con- 
ditioner can  do"  and  the  copy  in  the 
other  ad,  which  explains  the  headline, 
says:  "It  may  take  a  little  more  time. 
But,  as  everyone  knows,  it's  time  that 
heals". 

The  Ultra  Care  hair  pack  has  been 
developed  to  do  just  that,  heal.  Its  aims 
are  two-fold.  Not  only  does  it  heal  dam- 
aged hair,  it  also  re-moisturises  dry,  neg- 
lected scalps.  Rod  Jones,  Wella's  tech- 
nical development  manager  explains: 
"Research  has  shown  that  hair  is  well 
catered  for  in  the  market  place,  but 
scalps  have  been  neglected.  The  scalp  is, 
after  all,  part  of  the  human  structure. 
Women  are  said  to  spend  about  £50  mil- 
lion on  moisturisers  each  year,  but  tend 
to  think  that  dry  skin  problems  stop  at 
the  hair  line. 

"The  scalp,  just  like  any  other  part  of 
the  body  is  open  to  external  abuse — 
pollution,  central  heating  or  even  sun- 
light, and  chemical  products  in  other 
hair  products  can  damage  the  skin  sur- 
face. It  is  vital,  therefore,  to  maintain  a 
good  moisture  level.  Scalps  are  also  a 
breeding  ground  for  other  problems 
created  by  bacterial  infection.  This  can 
result  in  itchiness  and  a  tightness  of  the 
scalp.  Internal  tension  and  stress  can  also 
lead  to  this  tight  feeling  and  is  becoming 
more  and  more  common." 

Wella  carried  out  some  research  in 
which  40  per  cent  of  the  women  ques- 
tioned claimed  to  be  suffering  from  a 
tense  or  itchy  scalp.  It  was  also  found 
that  where  this  itchiness  led  to  tell-tale 
white  flakes  falling  from  the  hair,  these 
were  always  attributed  to  dandruff.  Al- 
though, in  rather  loose  cosmetic  termin- 
ology these  flakes  might  be  called  dan- 
druff, technically  they  are  not,  and 
should  not  be  treated  with  an  anti-dan- 
druff shampoo.  These  would  undoubtedly 
be  too  harsh  for  the  dry  scalps  which  are 
in  fact  causing  the  flakes. 

The  consistency  (so  thick  you  are  chal- 
lenged to  stand  a  spoon  in  it)  and  action 
of  the  Ultra  Care  hair  pack  is  said  to 
cleanse  this  excess  scaling  from  the 
scalp,  leaving  it  healthier  and  more 
supple.  A  tight  scalp  is  a  sure  sign  of 
tension  or  ill-health,  if  a  scalp  has  move- 
ment it  is  healthy.  To  this  end,  users 
should  apply  the  product  using  the  "mas- 
sage method".  A  scalp  massage  is  thera- 
peutic in  itself.  Rod  Jones  speculated 
that  in  these  days  of  "instant"  every- 
thing, people,  including  hairdressers,  are 
forgetting  the  simple  art  of  massage 
when  shampooing  or  conditioning  the 
hair.  Massage  is  a  form  of  stimulation 
that  promotes  blood  flow,  which  in  turn 
is  required  to  promote  healthy  skin  and 
hair.  When  this  flow  is  interrupted,  as 
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A  hair  conditioner 
worth  waiting  for 


when  a  person  is  sick,  the  condition  of 
the  hair  deteriorates  rapidly. 

The  positioning  of  Ultra  Care  is  not  as 
an  instant  pour-on,  rinse-off  but  like 
face  packs,  as  a  product  which  needs 
time  to  work  properly.  Unlike  a  face 
pack,  however,  the  hair  pack  will  not 
harden  on  the  scalp.  A  scarf  is  provided 
with  the  product  and  this  should  be  used 
to  cover  the  hair  while  the  hair  pack  is 
working  in  order  to  help  retain  the 
natural  heat  of  the  head,  which,  in  turn, 


enables  the  -ingredients  to  work  better. 

Wella  appreciate  that  women  are  only 
just  beginning  to  understand  the  differ- 
ence between  conditioners  and  creme 
rinses,  and  that  a  third  type  of  con- 
ditioning product  will  have  to  be  very 
clearly  explained.  The  time  needed  for 
the  hair  pack  to  work  properly  is  seen 
as  a  possible  stumbling  block.  Rod  Jones 
does  not  believe  that  many  women  can 
judge  how  much,  or  how  little,  time  is 
passing  when  they  are  waiting  for  a  con- 
ditioner to  work.  Most  simply  do  not 
leave  it  on  long  enough. 

There  are  two  types  of  hair  pack 
available,  one  specificially  for  chemic- 
ally-treated or  abused  hair,  and  the  other 
for  heads  which  are  in  a  naturally  dry 
condition.  Both  aim  to  put  elasticity  back 
into  the  hair. 

It  is  not  recommended  that  ladies  with 
very  greasy  hair  use  either  of  the  hair 
packs,  however,  as  their  problem  is  not 
a  de-moisturised  scalp.  But  there  is,  no 
reason  at  all  why  they  can't  use  one  of 
the  two  Ultra  Care  high  performance 
conditioners.  The  consistency  of  these 
two  types  of  products  is  very  different 
The  pack  is  a  rich  emulsion  formulated 
to  moisturise  the  scalp  and  smooth  the 
hair  cuticle  whereas  the  high  perfor- 
mance conditioner  is  less  thick  and 
designed  to  improve  the  condition  of  the 
hair.  Rod  Jones  comments:  "I've  been 
with  Wella  for  ten  years  now  and  I've 
never  seen  a  conditioner  of  this  nature 
work  as  effectively  as  this  one.  Its  pene- 
tration into  the  hair  shaft  is  second  to 
none.  It  will  not,  however,  overburden 
hair.  Many  people  with  fine,  lank  hair 


have  been  loath  to  use  a  conditioner  be- 
cause those  tried  in  the  past  have  been 
too  heavy,  tending  to  give  the  hair  a 
greasy  appearance.  They  have  preferred 
their  lank  out-of-condition  hair  to  con- 
ditioners which  make  it  greasy.  High 
performance  won't." 

Using  high  performance  regularly  will 
maintain  the  hair  in  a  healthy  and  attrac- 
tive condition  and  using  the  hair  pack 
every  third  week  or  so  will  ensure  a 
moisturised  scalp  and  shining  hair.  "I 
wouldn't  like  to  say  that  we've  reached 
a  pinnacle  of  achievement  with  these 
two  products",  said  Rod  Jones,  "but 
this  is  the  highest  we've  come  so  far. 
And  such  special  products  require  special 
packaging  and  presentation.  Wella  have 
moved  a  little  further  into  the  cosmetic 
element  of  hair  care.  We  are  a  pro- 
gressive company  who  try  to  anticipate 
future  problems  caused  by  a  changing 
world  or  fickle  fashion." 

So  many  things  can  cause  a  de- 
moisturised  scalp.  One  of  the  most  harm- 
ful elements  of  modern  living  for  in- 
stance, is  the  widespread  use  of  central 
heating  in  homes,  shops  and  offices.  Few 
people  realise  how  damaging  this  is.  In 
many  other  European  countries  when 
central  heating  systems  are  installed,  a 
humidifier  is  added  automatically.  In 
Britain  these  still  tend  to  be  expensive 
and  often  inefficient  and  so  piano's  will 
go  on  losing  their  tone  as  the  moisture 
leaves  the  wood,  and  hair  will  continue 
to  be  unhealthy  because  of  the  moisture 
lost  from  the  scalp.  You  and  your 
customers  understand  the  need  to  mois- 
turise the  rest  of  the  body,  doesn't  it 
make  sense  to  attend  to  it,  literally  from 
top  to  toe? 

Get  the  hair  pack  habit 

Wella  are  offering  Beauty  Business 
readers  the  opportunity  to  "get  the  hair 
pack  habit"  with  a  free  sample.  To 
obtain  the  Ultra  Care  hair  pack  appropri- 
ate to  your  hair  type,  just  fill  in  the 
form  below,  indicating  which  one  you 
require  and  Wella  will  send  you  one 
for  you  to  put  to  the  test. 


TRY  IT  YOURSELF! 


Wella  will  send  a  free  sample  of 
the  Ultra  Care  hair  pack  to  any 
C&D  Beauty  Business  reader 
who  returns  the  coupon  on  the 
right  to  Wella  Great  Britain 
Ltd,  Wella  Road,  Basingstoke, 
Hants.  Mark  your  envelope 
"C&D  Ultra  Care  offer".  The 
offer  is  open  until  January  31, 
1980.  Please  PRINT  your  name 
and  address  on  the  coupon. 


 , 

C&D  WELLA  OFFER  J 

Please  send  me  a  free  sample  of  Ultra  Care  | 

NAME    | 

ADDRESS    I 

I 

  I 

  I 

I 
I 


Ultra  Care  for 
dry/very  dry  hair 


Ultra  Care  for 
coloured/permed/ 
bleached  hair 


L 


Please  tick  appropriate  box 

This  offer  is  applicable  to  readers  in  UK  and  Eire  only 


 .  I 
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PERSONALITIES  IN  THE 
BEAUTY  BUSINESS 


Divisional  manager  (cosmetics) 


In  no  way  an  untouchable  cleverer-than-you  figurehead,  Lynn 
Smith,  divisional  manager  (cosmetics)  at  Roche  UK,  is  a  nice 
lady.  She  has,  she  says,  been  "fighting  the  flab  since  the  age 
of  12",  is  a  self-confessed  Francophile,  has  been  known  to 
attack  fleeing  burglars  and  enjoys  a  glass  of  wine  in  the  evening 
as  a  reward  to  herself  for  a  day  well  filled.  And  since  she 
joined  Roche  she  has  been  filling  them  very  well  indeed. 

It  has  long  been  the  company's  intention  to  regularise  its 
selling  procedures  in  the  UK,  to  "get  everything  away  from 
agencies".  No  agency  can  ever  really  support  a  product  as  well 
as  a  company's  own  sales  force.  There  is  never  the  same  sort 
of  commitment  to  long  term  plans.  Lynn  was  hired,  in  July 
1978,  therefore,  to  help  the  company  set  up  its  own  team,  whose 
initial  task  will  be  on  the  retail  side,  primarily  on  Eversun  and 
Pantene  (the  joint  sales  force  run  by  Polaroid  and  Roche  will 
continue  their  calls  on  chemists  to  sell  Lookers  and  Redoxon). 
New  product  launches  are  also  in  the  pipeline  and  we 
can  probably  expect  to  be  seeing  and  hearing  a  lot  more  from 
Roche  in  1980. 

When  Lynn  first  met  Mr  W.  Gerard,  managing  director  of 
Roche,  she  was  impressed  by  his  clear  thinking  and  obvious 
commitment  to  the  job  that  needed  doing.  Together  they  have 
put  together  a  three  year  plan  for  the  cosmetics  division  which 
Lynn  believes  is  a  far-sighted  undertaking  by  Roche.  "In  a 
time  of  general  recession,  it  is  a  brave  commitment.  It  is  a 
popular  misconception  that  pharmaceutical  companies  make 
huge  profits.  Indeed  Roche  now  believe  that  being  a  pharma- 
ceutical company  really  is  not  enough,  especially  with  the 
increasing  constraints  being  placed  on  developments  in  that 
area.  They  want  to  expand  further  into  allied  fields  and  have 
a  broader  base.  They  also  realise  that  this  requires  a  hefty 
investment,  both  in  time  and  money." 

Before  Lynn  went  up  to  Oxford  she  was  clearer  in  her  mind 
about  the  things  she  didn't  want  to  do  than  those  she  did.  Her 
father  was  a  senior  civil  servant  and  her  mother  a  teacher,  and 
neither  career  appealed  to  Lynn.  She  had,  she  says,  "cherished 


trainee  with  Yardley.  As  such  she  was  expected  to  get  to  know 
most  aspects  of  the  business  but  wound  up  being  stranded  in 
the  production  department.  Since  she  was  raring  to  get  into 


.  half  expected  to  get  married 
and  have  kids  .  .  .  but  I 

got  entangled  ...  I  suppose 
I'm  a  workaholic!  .  .  . 


a  little  thought  of  becoming  an  MP",  but  became  disenchanted 
with  politics  after  joining  various  political  clubs  at  university. 
"To  be  honest",  she  says  ,"I  had  met  someone  just  before 
going  to  Oxford  and,  not  having  really  decided  on  a  career, 
half  expected  to  come  down,  get  married  and  Jiave  kids.  But 
then  I  got  entangled  with  work.  And  although  it's  a  very 
boring  word,  I  suppose  I'm  a  workaholic!  " 

She  began  by  reading  PPE  at  university  (politics,  philosophy 
and  economics)  but  was  appalled  at  the  length  of  the  reading 
list  and  switched  to  modern  languages.  After  obtaining  her 
degree,  she  was  informed  by  her  careers  adviser  that  with  an 
arts  degree  she  could  either  become  a  secretary  or  a  teacher. 
By  this  time  however  she  had  decided  that  there  was  money 
and  interest  to  be  gained  from  work  in  either  the  advertising 
or  marketing  field,  and  began  her  career  as  a  management 


marketing  by  this  time  but  could  only  extract  promises  of 
advancement  "in  about  five  years",  she  moved.  She  made 
many  changes  early  in  her  career,  and  found  all  invaluable. 

Her  next  move  was  to  Richardson-Merrell.  She  wanted  to 
join  the  marketing  department  but  the  company  wouldn't 
employ  anyone  in  that  capacity  who  hadn't  been  on  the  road, 
and,  as  a  further  complication,  they  had  never  had  any  women 
reps.  Lynn  fought  this  particular  battle  and  won.  She  ruefully 
admits  now,  however,  that  she  didn't  enjoy  her  time  on  the 
road  all  that  much.  She  found  it  very  frustrating,  particularly 
since  head  office  tended  not  to  listen  to  reps.  Despite  the  fact 
that  they  were  the  people  who  saw  why  certain  plans  went 
wrong,  any  suggestions  to  correct  them  fell  on  deaf  ears.  She 
is  also  grateful  that  she  found  out  how  lonely  the  life  of  a  rep 
can  be.  "You  are  virtually  your  own  boss  and  are  responsible 
in  the  first  instance  only  to  yourself."  This  experience  is 
useful  to  her  now  in  her  new  position. 

Lynn  next  moved  to  a  new  field  altogether  and  became 
involved  in  all  aspects  of  biscuit  manufacture:  "It  was  very 
stimulating,  I  liked  it  immensely.  But  in  the  end  the  job,  which 
involved  tasting  250  new  biscuits  a  year,  threatened  to  ruin 
my  figure!  "  What  actually  happened  shows  just  how  far 
women  have  come  in  five  years.  She  found  herself,  at  26,  the 
most  senior  woman  employed  by  the  firm.  The  deputy  manag- 
ing director  then  went  on  record  as  saying  that  he  had 
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Lynn  Smith 


nothing  against  women  in  senior  management,  but  as  yet  he 
had  never  come  across  any  of  sufficiently  high  calibre.  Natu- 
rally enough  this  infuriated  Lynn,  but  she  felt  that  at  that 

...  no  time  to 
spend  on  a  one  woman 
crusade  .  .  . 


stage  of  her  career  she  didn't  have  the  time  to  spend  on  a 
one-woman  crusade.  Much  to  her  father's  despair  therefore 
she  moved  again! 

"I  suppose  at  that  stage  of  my  career  I  tended  not  to  spend 
more  than  eighteen  months  to  two  years  in  a  job.  I  felt  I  was 
gaining  useful  experience  in  a  wide  range  of  subjects  and  it  is 
something  that  you  can  only  do  in  your  20s  really".  She 
worked  next  for  Lyons  Where  she  was  the  marketing  manager 
for  Tonibell  and  Midlands  Counties  ice  cream— ""The  bear 
symbol  for  Midland  Counties  is  mine!  I  was  left  alone  a  lot  in 
this  job.  I  like  having  an  operation  of  my  own  to  run.  One  of 
my  strengths  is  that  I'm  very  numerate — often  more  so  than 
my  male  colleagues. 

"I  was  very  happy  at  Lyons.  I  got  on  well  with  the  produc- 
tion director  which  is  not  always  the  case.  Production  people 
want  to  keep  the  plant  churning  out  the  best  selling  lines  and 
marketing  people  keep  asking  for  exciting  new  launches.  I 
moved  on  in  the  end  because  the  offer  of  a  lifetime  came  up, 
and  then  predictably,  according  to  sod's  law  fell  through  again." 

After  a  brief  spell  with  Bristol  Myers  where  Lynn  learned 
a  lot  about  hair  and  the  salon  side  of  the  business  she  joined 
Roche.  "I  didn't  know  whether  I  was  coming  or  going  for  the 
first  few  weeks.  I  was  just  sorting  things  out.  We  knew  that 
1979  was  going  to  be  a  year  of  consolidating  so  no-one  expected 
too  many  results  this  year.  Even  so  we  have  managed  to 
double  the  suntan  turnover  and  improve  profitability  in  that 

...  I'm  very  numerate,  .  .  . 
people  say  I'm  ambitious, 
but  I  don't  have  any 
 ambitions  .  .  .  luck  is  important  

area.  And  now  we  have  this  three  year  plan,  which,  although 
not  unvariable  if  circumstances  demand,  at  least  points  the 
way  ahead.  It's  very  exciting.  Working  with  the  team  is  like 
having  a  family  of  one's  own.  We  couldn't  possibly  have 
achieved  as  much  as  we  have,  or  are  going  to,  without  the 
wonderful  co-operation  of  the  entire  staff  of  Roche." 

The  first  thing  we're  going  to  see  next  year  will  be  a  relaunch 
of  Eversun  and  and  advertising  expenditure  to  back  it  worth 
£450,000.  "Of  all  the  companies  I've  ever  worked  for  I'm  most 
proud  of  being  with  Roche  and  intend  to 'stay  for  a  long 
time  to  come,  after  all  there's  that  three  year  plan  Which  I'll 
be  seeing  through.  My  father  is  very  content,  he  thinks  I've 
found  myself  and  seen  sense!  People  say  I'm  ambitious.  I 
suppose  I  am,  but  I  don't  have  any  ambitions.  If  one  thinks 
of  life  as  a  curriculum  vitae  and  keeps  looking  too  far  ahead 
one  can  so  easily  miss  the  lucky  opportunities  which  present 
themselves.  Luck  is  very  important  in  a  career." 
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Is  you  r  hai  r  colour  slipping  away? 


Is  the  natural  colour  of  your  h; 
just  another  old  flame? 


gentle  remin 


When  hair  begins  to  forget  its 
natural  colour,  Wella  Colour 
Confidence  is  the  gentle  reminder. 

It  comes  in  15  beautiful  shades, 
and  simply  shampoos  in  to  recapture 
the  original  colour  of  hair- or 
to  lighten  or  darken  it  the  way  your 
customers  want 

Thafs  the  message  we're  telling 
them  in  a  powerful  and  striking 


campaign  of  advertisements  now 
appearing  in  leading  magazines  fori 


women. 


We're  also  running  a  Colour  iq| 
Confidence  competition  campaign  m 
until  February  1980-which  is  provinj  | 
to  be  a  massive  sales  winner  judging  )i 


er  to  put  colour 


r  sales. 


y  entries  received  so  far.  And  no 
/onder-the  top  prizes  in  the  com- 
petition are  fabulous  Spanish  Villa 
lolidays  that  last  for  ever!  The 
/inners  will  each  have  ownership  of 
Villa  at  El  Capistrano  on  the  Costa 
)el  Sol  for  a  2-week  period  every  year. 


These  two  major  campaigns  are 
reaching  an  audience  of  15  V2  million 
women  -  70%  of  the  total  market 

And  that  means  just  one  thing: 
we're  putting  a  lot  of  colour  into 
your  sales.  With  Confidence. 

Thafs  why  we  believe  a  gentle 
reminder  to  make  sure  of  ~ 
your  stocks  is  all  that  WEUA 

yOU'll  need.  we  know  about  hair. 


acing  up  to  the  eighties 


Christmas  is  fast  approaching  and  with 
it,  the  parties  and  the  glitter.  This  year 
also,  not  only  a  new  year  but  a  new 
decade.  C&D's  Counterpoints  pages  have 
been  filled  during  the  past  weeks  with 
guides  to  this  year's  "Christmas  look". 
Most  cosmetic  houses  are  agreed  that' 
lips  are  full  and  bright  and  red,  eyes 
clearly  defined  with  sweeps  of  black  kohl 
liner  and  flashing  with  masses  of  colour 
— purples,  pinks  etc  and  the  whole  is 
dusted  over  with  a  fine  layer  of  gold 
glimmer  or  silver  highlight.  Whatever 
else  this  winter  season  is  going  to  be  it'll 
be  full  of  "Pzazz." 

What  a  long  way  faces  have  come 
from  the  "natural"  and  "unmade-up 
made-up"  look  of  last  year.  Then  it  was 
all  understated  greys  and  browns,  all 
wide-eyed  innocence;  now  the  style  is 
wicked,  over-stated  and  bold. 

The  make-up  pendulum  has  swung  as 
widely  over  the  past  few  years  as  that 
for  fashion.  Now  we  hear  that  the  mini 
has  returned  and  with  it  presumably  the 
hard,  geometric  lines  of  the  sixties.  Well 
why  not?  We've  done  the  twenties,  thir- 
ties, forties  and  the  fifties,  so  now  it's 
sixties  revival  time.  And  since  we're  al- 
most into  1980  presumably  we  will  all 
be  experiencing  seventies  nostalgia  be- 
fore long.  The  trouble  is  perhaps  the 
seventies  style  will  be  too  much  of  a 
jumble  to  define. 

The  latest  IPC  cosmetics  and  toiletry 
survey  celebrated  25  years  of  research 
into  this  field  and  took  the  opportunity 
to  compare  past  usage  levels  with  current 
trends.  For  instance,  the  use  of  eye 
shadow  has  rocketed  from  5  per  cent  'in 
1955  to  65  per  cent  currently.  Mascara, 
too,  has  gone  from  12  per  cent  to  59  per 
cent  in  the  same  period.  Various  cos- 
metic items  have  gone  very  much  out  of 
style   and   then   crept   back   in  again. 


Usage  of  rouge  died  away  slowly  during 
the  sixties,  only  to  come  back  with  a 
bang  as  blusher  in  the  seventies. 
Similarly,  eye  liner  went  out  of  favour 
after  its  over-use  in  the  sixties,  and  was 
gently  replaced  by  kohl  pencils.  Face 
powder  became  a  thing  of  the  past,  for 
a  few  years  that  is,  until  a  new  gener- 
ation discovered  it,  and  now  usage  levels 
are  increasing  rapidly. 

C&D  talked  to  various  cosmetic 
houses  about  the  changes  in  style.  Most 
are  agreed  that  it  was  Hollywood  which 
started  the  cosmetic  boom  and  in  there 
right  from  the  beginning  was  a  fellow 
called  Max  Factor. 

The  UK  branch  of  Max  Factor  was 
established  in  1935  and  the  company 
feels  that  over  the  years  they  gained 
a  reputation  for  "firsts".  They  pinpoint 
as  some  of  their  landmarks  over  the  last 
three  decades  the  introduction  in  the 
fifties  of  Creme  Puff — an  alHn-one 
make-up,  a  blending  of  creamy  founda- 
tion and  powder.  Max  Factor  claim  that 
this  product  is  the  single  biggest  selling 
make-up  ever;  it  had  such  an  impact 
when  it  was  introduced  that  Cartier  crea- 
ted a  solid  gold  case  especially  for  it. 

The  fifties  also  saw  Max  Factor  intro- 
duce colour  fast  lipstick — it  was  an  era 
when  lipstick  had  to  be  really  indelible 
(trouble  was,  apart  from  staying  on  lips 
it  had  a  tendency  to  stay  on  everything 
else  too — cups,  glasses  and  shirt  collars! ) 
That  decade  also  saw  a  move  to  beige 
tones  in  make-up  with  the  Hi-Fi  range 
and  lighter  lipsticks — Roman  Pink  came 
directly  from  the  popularity  of  a  Max 
Factor  Technicolour  shade  used  in  the 
Rome  studios. 

The  sixties  was  a  great  time  for  eye 
make-up.  Out  went  the  black  panstick 
previously  used  to  outline  eyes  and  in 
came  automatic  eye  pencil,   fluid  eye 


liner  and  cake  eye  liner.  Out  of  fashion 
too  were  lipstick  refills.  They  were  super- 
seded by  Max  Factors  creamy,  non- 
indelible  lipsticks  with  throw-away  cases. 

Accent  make-up  has  grown  in  popul- 
arity since  the  beginning  of  this  decade, 
Blusher  sticks  and  brush-on-blushers 
were  introduced.  Max  Factor  say  that 
blushers  and  highlighters  are  definitely 
the  growth  sectors  in  colour  cosmetic 
sales.  "Women",  they  say,  "are  becom- 
ing more  and  more  aware  of  the  impor- 
tance of  skin  care  and  make-up  trends 
in  colour  cosmetics  reflect  this  increasing 
awareness".  The  latest  introduction 
from  the  company  echoes  this.  The  Ultra 
Moist  range  is  a  complete  set  of  make- 
up rich  in  moisturisers. 

Of  course  Max  Factor's  most  impor- 
tant launch  in  the  seventies  was  that  of 
the  Maxi  collection.  This  range  was 
aimed  at  the  younger  end  of  the  market 
and  was  said  to  give  maximum  value  and 
wear.  There  is  a  strong  emphasis  on 
fashion  shades  and  the  company  says 
that  it  is  now  "the  fastest  growing  cos- 
metic brand  in  the  UK". 

That  younger  end  of  the  market  might 
be  as  capricious  as  ever  but  Sue  Bates, 
director  of  marketing  at  Elizabeth  Arden, 
points  out  that  these  days  it  is  fashion- 
able to  be  over  thirty,  "One  only  has  to 
look  at  the  popularity  of  women  like 
Jane  Fonda,  B'ianca  Jagger  and  Ali 
McGraw  to  know  this  is  true."  Sue  also 
refers  to  the  IPC  survey  and  to  the  fact 
that  it  points  out  that  in  some  cases 
make-up  items  have  come  full  circle. 
"This",  she  says,  "reflects  the  fact  that 
women's  chosen  look  has  also  come  full 
circle.  The  current  favoured  look,  as  it 
was  in  the  fifties,  is  well  groomed,  ele- 
gant and  grown-up — not  the  bright  brash 
teenage  look  of  the  sixties. 

"Today's   heroine    is   the  successful 


The  changing  face  of  colour  cosmetics.  From  left  to  right;  how  Elizabeth  Arden's  look  for  the  sixties  bride  changed  to  the  svelte 
sophisticate  of  the  late  seventies.  And  how  Max  Factor  see  the  make-up  of  the  eighties  achieved  through  the  use  of  Maxi  cosmetics 
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working  woman  and  this  trend  spells 
good  news  for  cosmetic  houses  like 
Elizabeth  Arden.  Just  as  women  are 
taking  to  a  stylish  sophisticated  fashion 
look,  they  are  also  turning  to  high 
quality  skin  care  and  make-up  products 
to  achieve  it.  Now  women  have  a  greater 
independence  in  spending  power,  they 
are  more  able  to  afford  items  from  the 
top  end  companies. 

A  company  at  the  other  end  of  the 
scale  which  has  also  noticed  this  trend 
away  from  the  school  girl  look  of  the 
sixties  is  Miners.  Their  recent  relaunch 
brings  more  sophistication  to  their  pack- 
aging and  an  appeal  to  a  wider  market 
sector.  Miners  advertising  will  also  re- 
flect this  more  sophisticated  image. 
Having  moved  right  away  from  the  young 
adolescent  market  and  image,  they  know 
where  they  are  going  in  the  next  decade 
— further  upmarket  in  quality  and  pre- 
sentation but  still  at  value  for  money 
prices.  This  is  even  more  'interesting 
when  you  reflect  that  Miners  too  started 
as  make-up  for  the  stars,  but  in  this 
case  theatrical  stars.  The  changes  under- 
gone by  this  company  over  the  years  re- 
flect the  changes  in  the  market  generally. 

A  company  with  a  slightly  different 
outlook  on  the  cosmetic  scene  is  Maybel- 
line.  Marketing  executives  of  Plough  UK 
qualify  a  recent  report  of  an  increase  in 
their  market  share  with  an  official  view 
that  the  colour  cosmetic  market  was 
tough  in  1979  and  lis  going  to  get  tougher 
in  1980. 

"The  cosmetic  market  has  been  under- 
going very  radical  changes  during  the 
last  three  years  and  new  buying  trends 
are  starting  to  emerge."  Thus  far  Plough 
agree  with  our  previous  spokesmen.  "Al- 
though the  recent  IPC  survey  shows  that 
usage  of  cosmetics  is  on  the  increase, 
it  doesn't  show  that  the  public  is  defin- 
itely buying  less  often  and  favouring  more 
economical  products."  Here  of  course 
they  disagree  with  Sue  Bates  of  Elizabeth 
Arden.  but  they  say  that  this  change  in 
buying  habits  has  brought  benefits  for  the 
Maybelline  brand. 

Prince  Matchabelli  are  concentrating 
on  this  very  lucrative  sector  too.  with 
their  Aziza  range.  Comprising  only  eye 
products  it  has  made  a  big  impact  in 
a  short  time  and  is  set  for  further  ex- 
pansion in  the  eighties. 

Another  specialist  range  comes  from 
A.  H.  Robins,  the  Chap  Stick  people. 
Their  Lip  and  Face  Quenchers  are 
making  slow  but  steady  inroads  into  the 
market.  George  Gordon,  general  man- 
ager, has  this  to  say:  "As  we  see  it. 
skin  care  has  to  be  constant  in  today's 
cosmetic  world.  Anything  less  in  this 
day  and  age  would  be  a  step  back.  Why 
just  colour  your  lips  when  you  can 
moisturise  them  at  the  same  time?".  The 
Quencher  range  incorporates  a  number 
of  other  products  in  the  States  so  per- 
haps we  will  be  seeing  further  launches 
in  the  UK  before  long. 

This  aspect  of  caring  for  skin  as  well 
as  "painting"  it  is  evidenced  also  by  the 
increasing  demand  for  and  usage  of 
hypo-allergenic  products.  The  company 
that  could  be  said  to  have  led  this  field 


in  the  UK,  at  least  within  a  reasonable 
price  bracket,  is  Almay.  Having  estab- 
lished themselves  this  company  is  now 
concentrating  much  more  on  bringing 
its  hypo-allergenic  expertise  to  fashion 
looks.  Hypo-allergenic,  you  will  remem- 
ber (Beauty  Business,  June  9,  pi  1)  does 
not  indicate  that  a  product  is  totally  non- 
allergenic,  it  simply  means  that  it  is  less 
likely  to  cause  an  allergy,  because  of  the 
formulation  and  presentation. 

Almay  was  launched  in  the  UK  in 
1968  and  since  then  it  has  provided  a 
wide  range  of  skin  care  and  colour  cos- 
metics at  a  reasonable  price,  without  the 
trappings  of  elaborate  packaging  and  with 
limited  but  informative  advertising. 

"Almay's  straightforward,  no-non- 
sense approach  seems  to  have  paid  off," 
says  a  spokesman.  Part  of  this  approach 
has  been  to  provide  information  to  the 
public.  Every  facet  of  Almay's  operation 
has  re-inforced  this  ideal — from  the  role 
of  in-store  consultants  to  the  educa- 
tional-style leaflets  produced.  Almay  has 
ignored  the  activities  of  other  companies 
in  creating  a  "glossy,  untouchable 
image"  and  have,  they  say,  "come  down 


Shades  of  brown  from  Almay  achieved 
with  almond  Fresh  Look  foundation,  nut- 
meg Dewy  Blusher,  the  Woodtones  eye 
shadow  colour  kit,  a  dark  brown  Slimliner 
and  ginger  nut  Colour  Moist  Pearl  lipstick 

hard  on  the  side  of  communicating  with 
the  public".  This  has  been  demonstrated 
by  regular  phone-ins  on  local  radio, 
countrywide  beauty  schools  for  the  pub- 
lic and  an  information  department. 

Alison  Page,  product  marketing  man- 
ager comments:  "If  Almay  did  have  a 
weakness  over  the  years,  it  was  a  lack 
of  authority  in  the  field  of  colour  cos- 
metics. Almay  established  itself  strongly, 
from  the  outset,  as  a  skin  care  special- 
ist house  and  it  was  this  impression 
which  stuck.  Over  the  past  three  years 
this  weakness  has  been  identified  and  a 
programme  of  product  introductions  in- 
stigated to  put  things  right.  Today 
Almay  displays  a  versatility  in  its  colour 
cosmetics  which  allows  it  to  compete  with 
the  giants  of  the  industry." 

Apparently  one  problem  in  the  past 
was  the  fact  that  colour  ranges  were 
taken  direct  from  Almay  USA  and  whilst 
ideal  for  their  market  were  not  always 


suitable  for  the  UK.  Now.  although 
development  is  carried  out  in  the  States, 
Ian  Purdy,  Almay  UK's  technical  man- 
ager, is  creating  some  products  for  to- 
day's market  within  the  UK. 

Roc  are  also  a  hypo-allergenic  cos- 
metic company  from  whom  we  can  ex- 
pect to  hear  more  in  coming  years.  "As 
1980  approaches,  the  selection  of  cos- 
metics on  the  market  is  greater  than 
ever  before.  There  are  now  products 
available  to  fulfil  just  about  every 
beauty  need  imaginable,  and  yet  ranges 
are  constantly  changing.  New  types  of 
products  appear  every  season  to  create 
the  latest  fashion  'look'  and  more 
colours,  both  primary  and  pastel,  are 
added  to  the  make-up  pallette.  The  days 
when  a  quick  dab  of  powder  and  a 
touch  of  red  lipstick  comprised  a 
woman's  make-up  are  well  and  truly 
gone!  "  comment  Roc. 

Roc  is  a  French  hypo-allergenic  and 
unperfumed  range  created  nearly  thirty 
years  ago  by  a  pharmacist,  M.  J.  C. 
Lissarague  to  answer  a  growing  need  for 
products  which  reduce  the  risk  of  re- 
action to  a  minimum  and  which  can, 
therefore  be  used  by  women  allergic  to 
those  ingredients  generally  used  in  cos- 
metics. This  range  has  gradually  been 
extended  and  now  includes  skin  care, 
make-up,  suntan,  hair,  nail  and  body 
care  products.  But  all  the  preparations 
have  been  created,  says  the  company, 
in  accordance  with  exacting  rules. 

To  begin  with,  when  a  formula  is  con- 
ceived it  will  only  include  ingredients 
chosen  from  the  relatively  small  num- 
ber which  Roc  have  found  to  be  "per- 
fectly tolerated"  by  the  skin.  Perfumes 
are  deliberately  excluded  because  they 
are  complex  substances  which  may  con- 
tain irritants  or  have  a  photo-sensitising 
effect,  making  the  wearer  sensitive  to 
light. 

As  for  colourants  which  are  used  in 
the  make-up  products,  these  are  chosen 
from  twelve  carefully-selected  agents 
which  are  "Roc"  approved.  The  list  does 
not  include  for  instance,  chromium  which 
is  often  used  to  give  green  colouring  be- 
cause it  has  been  found  to  be  a  common 
cause  of  allergies.  Nor  does  Roc  use  the 
colourant  eosin  in  its  lipsticks  as  this  is  a 
known  irritant  which  can  also  have  a 
photo-sensitising  effect. 

Faberge  too,  have  their  eyes  very  much 
on  the  eighties.  They  sum  up  the  attitude 
to  the  new  make-up  trends  when  they 
say  that  in  their  opinion,  it  will  be  a 
decade  of  colour  not  cover.  Both  their 
popular  Babe,  and  more  exclusive  Cavale 
ranges  promise  this.  "Colouring  in  the 
eighties  will  be  more  geared  to  fashion," 
says  the  company."  especially  as  women 
are  becoming  more  feminine."  Strange 
as  that  statement  may  seem  at  first,  it  is 
true.  The  fight  for  equality  in  recent 
years,  coupled  with  the  "unisex"  trend, 
led  to  an  asexual  feel  to  fashion  and  cos- 
metics. This  is  now  being  beaten  into  re- 
treat by  a  desire  by  these  same  ladies  to 
re-emphasise  their  femininity.  Faberge 
are  not  the  only  people  who  are  expect- 
ing to  see  a  lot  of  changes  in  cosmetic 
buying  in  the  next  decade. 
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rotable  exchanges 


Knowing  how  to  use  a  telephone 
properly  is  less  of  a  problem  these  days 
than  it  used  to  be  but  there  are  still 
many  pitfalls  waiting  to  trap  the 
thoughtless  user.  These  can  make  or 
break  your  relationship  with  the 
unknown  person  on  the  other  end.  When 
you  answer  a  ringing  'phone  you  never 
know  just  who  you're  going  to  be  talking 
to  and  that  first  impression  is  often  a 
vital  one.  As  already  stated  most  people 
these  days  have  some  familiarity  with 
this  instrument  of  instant  communica- 
tion (instant,  that  is,  unless  the  'phone 
is  out  of  order,  or  the  person  engaged  or 
"in  a  meeting").  This  was  not  the  case 
a  few  years  ago,  indeed  a  pharmacist 
of  our  acquiantance.  who  is  not  so  very 
old,  admits  that  when  he  began  his 
apprenticeship  he  had  never  before  used 
a  telephone.  He  horrified  the  pharmacist 
in  charge  by  picking  it  up  and  simply 
saying  a  blank  "hello".  We  understand 
that  he  did  actually  put  the  right  end 
to  his  ear! 

One  aspect  which  many  people  do  not 
realise  is  that  one's  use  of  this  instru- 
ment should  change  depending  on 
whether  we  are  talking  to  Aunty  Shirl  in 
Weybridge  or  Mr  Small,  president 
director  general  of  Gotrichquick  Inc. 

Once  again  Video  Arts  Ltd  have  two 
films  available  which  humourously 
illustrate  the  right  and  wrong  ways  of 
using  the  'phone.  They  are  entitled, 
"When  I'm  calling  you"  and  "Will  you 
answer  true?"  They  demonstrate  that 
because,  at  this  stage  of  technological 
development,  telephonic  communication 
is  still  entirely  reliant  on  voice  alone  it 
is  vital  that  members  of  staff  who  have 


access  to  a  'phone  should  realise  the 
powerful  and  responsible  job  they  have 
when  answering  it. 

If  at  all  possible  anyone  answering  the 
telephone  should  try  to  be  rid  of  distrac- 
tions and  interruptions  before  commit- 
ting themselves  to  the  call.  No  matter 
how  many  calls  are  taken  it  should  be 
remembered  that  the  voice  on  the  other 
end  belongs  to  a  human  being  and 
therefore  should  be  treated  as  such. 
Never  fall  into  the  trap  of  thinking  that 
because  you  can't  see  the  person  you 
"needn't  bother  so  much",:  misunder- 
standings are  twice  as  likely  to  occur  for 
this  very  reason. 

Don't  gabble  into  the  phone  as  soon 
as  you  pick  it  up,  wait  for  "tuning-in" 
time  and  connection  noise  and  open  the 
conversation  with  the  appropriate  greet- 
ing for  the  time  of  day.  If  the  caller 
asks  something  which  you  cannot  imme- 
diately answer  don't  just  say  "hold  on 
a  sec"  or  "just  a  minute".  These  mean 
nothing  to  whoever  is  on  the  other  end 
— what  are  you  doing?  Where  are  you 
going?  Don't  just  leave  them  flounder- 
ing like  a  fish  out  of  water,  tell  him, 
for  example,  "I  shall  need  to  check  that, 
please  hold  on  for  just  a  moment". 

Of  course  the  most  important  thing 
to  remember  when  handling  a  'phone 
call  is  to  listen  wholeheartedly.  What 
you  think  .was  said  might  not  be  what 
was  meant  at  all. 

There  are  people  who  treat  all  in- 
coming calls  as  bothersome  interruptions 
and  regard  a  ringing  'phone  with  deep 
suspicion.  Don't  be  one  of  those.  How- 
ever busy  you  are  try  and  remember 
that  the  caller  is  probably  also  busy. 


Remember  too  that  'phones  are  sen- 
sitive instruments  and  when  left  lying 
on  a  desk  the  headset  can  pick  up  those 
whispered  comments  of  "Oh  no,  not  him 
again"  or  "Tell  the  so-and-so  I'm  out 
for  heaven's  sake".  If  you  must  say 
things  like  that,  at  least  cover  the  mouth- 
piece! 

Charm  is  actually  a  very  important 
ploy  when  using  the  'phone  and  strange 
as  it  may  seem  people  can  usually  tell 
if  a  caller  is  smiling  or  not.  Even  at  a 
distance  of  some  miles,  it  pays  to  smile. 

If  you  are  taking  a  message  for  some- 
one, write  it  down  at  once,  before  you 
do  anything  else.  Names  and  numbers 
can  so  easily  be  forgotten  or  misheard 
— always  repeat  them  back  and  write 
them  down.  A  good  idea,  too,  is  to  note 
the  time  of  the  message  and  initial  it, 
so  that  if  there  are  any  queries  they 
can  be  referred  to  you  as  the  person 
whose  responsibility  it  was  to  get  it  right. 

A  summary  of  common  errors  which 
are  illustrated  in  the  films  from  Video 
Arts  includes: 

letting  the  phone  ring  too  long, 

answering  unintelligibly, 

leaving  the  caller  in  the  dark, 

and  making  him  wait  unnecessarily, 

asking  questions  in  jargon, 

not  listening  to  the  reply, 

taking  questions  as  personal  criticism, 

implying  the  caller  is  not  important 
enough  to  speak  to  the  person  he 
requires  and  answering  the  next  call 
before  completing  the  note  about 
the  last  one. 

There  are,  therefore,  five  lessons  to 
be  learned: 

1.  Answer  promptly,  clearly  and  with 
a  smile. 

2.  Find  out  who  the  caller  needs  to 
speak  to  and  ask  his  name  and  company 
when  its  appropriate. 

3.  Don't  leave  him  in  the  dark — tell 
him  what  you're  going  to  do,  when  and 
how — and  give  him  a  chance  to  speak. 

4.  Be  sympathetic  and  keep  calm,  if 
he  has  a  complaint,  acknowledge  it  but 
never  be  stung  into  answering  back. 

5.  If  you  can't  meet  the  caller's  needs 
offer  him  an  available  and  realistic  alter- 
native. 

Over  the  past  year  we  have  looked  at 
a  number  of  films  produced  by  Video 
Arts  which  give  helpful  hints  on  how 
to  do  your  job  just  a  little  bit  better. 
It's  often  that  "little  bit"  which  can  make 
all  the  difference  between  having  a  help- 
ful, pleasant  and  profitable  exchange  with 
your  customer  or  a  frustrating  and  angry 
non-conversation. 
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To  recap:  the  first  two  films  looked 
at  some  ways  of  dealing  with  awkward 
customers.  They   detailed  ten   tips  to 
becoming  a  Supersalesgirl : 
One — Do  not  experience  unpleasantness 
as  a  personal  insult. 
Two — Do  not  become  angry. 
Three — Do  not  attempt  logical  argument. 
Four — Do  not  grovel,  apologise  for  spe- 
cific inconveniences  only. 
Five — Do  not  be  personally  upset  by 
rudeness. 

Six — Do  not  display  anger,  boredom  or 
frustration. 

Seven — Keep  cool  and  stay  polite. 
Eight — Do  not  pretend  ito  know  things 
that  you  do  not. 

Nine — Be  patient  and  don't  pester. 
Ten — Smile! 

In  June  we  looked  at  other  ways  of 
dealing  with  customers.  The  two  films, 
"The  meeting  of  minds"  and  "In  two 
minds,"  show  how  helpful  it  can  be 
if  you  try  to  understand  the  often  un- 
clear, unstated  or  unrealised  wishes  of 
your  customer.  This  doesn't  mean  that 
you  have  to  be  able  to  read  minds — 
just  know  a  little  about  human  psychol- 
ogy. For  instance: 

One — Don't  always  take  a  request  at  face 
value — try  to  picture  exactly  what  it  is 
the  customer  thinks  she  needs. 
Two — Indicate  that  you  may  be  able  to 
satisfy  that  need  even  if  you  don't  have 
the  particular  product  requested. 
Three — Knock  down  any  barriers  be- 
tween you  and  the  customer — communi- 
cate! 

Four — Avoid  jargon,  talk  the  same  lan- 
guage as  your  customer. 
Five — Never  display  ignorance  or  hesita- 
tion. Know  the  products  you  stock. 
Six — Know  also  which  products  you  don't 
stock  and  why,  and  know  the  rules  of 
your  organisation  and  legal  trading  rules. 
Seven — Listen  to  customers,  encourage 
them. 

Eight — Try  to  determine  exactly  What  is 
expected  of  the  purchase. 
Nine — Decide  whether  or  not  the  cus- 
tomer might  need  additional  products  or 
information. 

Ten — That  all-important  injunction  again, 
smile ! 

The  next  article  looked  at  the  way 
complaints  should  be  handled.  The  film 
from  Video  Arts  presented  a  six  point 
prescription  for  dealing  with  difficult 
customers.  It  is  to : 
listen, 

sympathise, 
ask  questions, 
not  to  justify, 

agree  a  course  of  action  and 
follow  it  through. 

Once  again  this  film  demonstrates  how 
the  application  of  basic  human  psychol- 
ogy can  bridge  that  gap  across  the  coun- 
ter. And  don't  be  frightened  by  the  word 
psychology — it  simply  means  understand- 
ing human  motives  and  reactions.  Good 
studying! 

More  information  on  these  films  is 
available  from  Vide.o  Arts  Ltd,  Dumbar- 
ton House,  68  Oxford  Street,  London 
WIN  9LA. 


Movements  in  the 
hair  care  market 


In  this  issue  of  Beauty  Business  we  have 
already  demonstrated  how  colour  cos- 
metics are  becoming  more  blatant  in  a 
move  away  from  the  "natural"  look.  This 
trend  is  also  reflected  in  hair  styles.  For 
many  seasons  the  style  was  either  curly 
and  bubbly  or  loose  and  swinging.  The 
"look"  this  winter  is  much  more  con- 
trolled, hair  will  be  "styled"  more  and 
the  echoes  of  the  fifties  and  sixties  seen 
on  faces  will  be  carried  through  to  heads. 
A  major  difference  between  the  fifties  and 
eighties  however  will  be  the  way  this 
effect  is  brought  about.  The  gentle  perms, 
careful  dressing  and  subtle  colourings  will 
more  than  likely  be  achieved  at  home. 

Women  have  become  much  more  aware 
of  hair  care  products  and  problems.  There 
is  so  much  available  for  them  to  buy, 
however,  that  many  still  need  guidance. 
A  quick  once-over  of  the  customer's  hair 


should  be  enough  to  indicate  her  particu- 
lar problems  to  you. 

Beecham  Toiletries  begin  our  round- 
up of  this  market  with  a  look  at  the 
scene  poised  as  it  is  on  the  threshold  of 
the  eighties.  They  believe  that  despite 
the  currently  gloomy  outlook  of  the  UK 
economy,  trading  activity  in  haircare  is 
holding  up  extremely  well  in  comparison 
with  that  in  many  food  and  household 
product  areas.  There  has  been  a  "flood" 
of  launches  in  both  the  shampoo  and  con- 
ditioner sectors  and  volume  consumption 
of  these  products  continues  to  expand 
steadily,  rapidly  and  without  any  per- 
ceptible interference  by  price  rises  forced 
on  manufacturers  by  the  oil  crisis,  rise 
in  VAT  and  general  inflation.  Further- 
more, repeat  purchases  indicate  that  con- 
sumers accept  that  the  brands  in  question 
are  living  up  to  performance  promises. 


It  is  estimated  that  by  1980  the  volume 
of  shampoo  consumed  per  annum  in 
the  UK  will  have  expanded  by  11  per 
cent  since  1978  to  reach  a  total  of  30 
million  litres  with  an  estimated  sterling 
value  at  rsp  of  £70m.  Usage  levels  are 
approaching  saturation  point,  even 
though  the  momentum  of  volume  ex- 
pansion is  increasing.  Almost  90  per  cent 
of  women  are  using  a  shampoo,  with 
the  under  35  year-olds  accounting  for 
70  per  cent  of  the  total  volume.  The 
medicated  segment  of  the  market,  which 
only  had  a  30  per  cent  share  in  1975, 
has  grown  to  hold  40  per  cent  now. 
The  chemist  share  of  the  overall  sham- 
poo market  has  also  increased — from  36 
per  cent  in  1977  to  38  per  cent  in  1979. 

The  growth  rate  in  shampoo  volume 
is  almost  entirely  due  to  the  increased 
frequency  of  shampooing,  encouraged  by 
fashion  pressures  and  technological  im- 
provements. Competition  is  fierce  in  this 
market.  Out  of  30  nationally-distributed 
brands,  20  are  advertised  and  are  cur- 
rently spending  £8m  a  year  between  them. 

At  one  time  shampoos  were  content 
to  concentrate  on  the  simple  act  of  clean- 
ing the  hair.  In  the  early  fifties  most 
brands  set  out  to  do  this  with  a  single 
formula.  Increasing  sophistication  led 
to  a  demand  from  the  consumer  for 
shampoos  with  cleansing  agents  which 
were  modified  to  suit  the  needs  of  greasy 
and  dry  hair  as  well  as  normal.  Condi- 
tioning elements  were  later  blended  into 
these  formulae,  as  well  as  specialised  in- 
gredients for  the  benefit  of  a  wider  range 
of  hair  types.  People  are  also  buying 
bigger  bottles — in  1971  almost  80  per 
cent  of  unit  sales  weTe  in  sizes  less  than 
50ml.  Now  the  position  is  almost  reversed 
with  around  two-thirds  of  unit  sales  in 
sizes  of  over  50ml. 

The  rise  in  volume  sales  in  condition- 
ers has  been  ever  more  spectacular.  By 
1980  they  will  have  increased  by  al- 
most 22  per  cent  since  1978.  In  fact, 
56  per  cent  of  women  are  now  using  a 
conditioner — 48  per  cent  of  them  after 
every  shampoo.  Modern  creme  rinses 
are  taking  over  from  the  heavier  types 
sold  in  tubes  and  almost  two-thirds  of 
conditioners  sell  through  chemist  outlets. 
Since  1976  there  have  been  around  20 
launches  or  relaunches  in  this  market. 

By  contrast  to  both  the  foregoing  the 
hairspray  market  is  declining  slightly. 
Once  again,  however,  there  is  a  signific- 
ant movement  in  favour  of  larger  sizes 
— in  1971  70  per  cent  of  unit  sales  were 
in  sizes  below  200g.  Now  almost  the 
continued  on  pi 4 
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Movements  in  the 
hair  care  market 

continued  from  pi 3 

same  amount  are  in  sizes  of  200g  or 
over.  Hairsprays  have  improved  a  great 
deal  since  the  days  of  "lacquers"  which 
tended  to  leave  hair  unnaturally  stiff  and 
to  mask  shine.  Reckitt  Toiletries  have 
noticed  that  the  effect  on  hairspray  usage 
of  the  change  in  hairstyles  has  worked 
in  two  ways:  the  perm  fashion  has  re- 
duced the  need  for  hairsprays,  but  on 
the  other  hand  the  current  growth  of  in- 
terest in  styling  and  softer,  more  gentle 
holds  has  led  to  an  increased  use  by 
young  people.  Thus,  they  say,  what  was 
once  almost  solely  a  middle-aged  market 
now  has  a  relatively  even  age  spread. 

Reckitts  attribute  the  increased  sales 
of  conditioners  to  the  growing  use  of 
heatstyling  appliances,  coupled  with  the 
popularity  of  perms.  Consumers  are  by 
now  only  too  aware  that  heat  styling 
and  perming  have  a  drying  effect  on 
the  hair  and  a  conditioner  is  necessary 
to  counteract  this.  So  from  the  well- 
established  Lenium  product  from  Win- 
throp  to  the  Elseve  range  from  L'Oreal, 
sales  are  on  the  up. 

The  development  of  oil-free  condition- 


ers has  also  contributed  to  a  growth  in 
this  market.  Women  with  greasy  hair 
have  been  disinclined  in  the  past  to  use 
a  conditioner  because  it  only  exacerba- 
ted the  grease.  Oil-free  products  con- 
dition greasy  hair  without  making  them 
over-greasy.  One  of  the  relaunched  Super- 
soft  products  falls  into  this  category,  as 
do  both  the  Agree  shampoo  and  con- 
ditioner from  Johnson  Wax  (the  former 
is  still  only  on  test). 

We  have  already  touched  on  the  tech- 
nological improvements  which  have  en- 
couraged women  to  wash  their  hair  more 
frequently.  Specifically  this  has  been 
brought  about  by  the  development  of 
mild  shampoos  which  use  a  gentle  clean- 
sing agent  of  the  type  used  in  baby 
shampoos.  A  traditional  shampoo,  again 
as  the  consumer  is  only  too  well  aware, 
can  strip  the  hair  if  used  too  frequently. 
Milder  shampoos  are  now  available  from 
nearly  all  manufacturers  including  Reck- 
itts with  the  new  Supersoft  variant,  Bris- 
tol Myers  with  their  Natural  Balance 
range,  Gillette  with  Earthborn  and 
L'Oreal  with  Elseve  Fragrance.  Many 
women  have  been  using  J  &  J's  baby 
shampoo  for  some  time  and  this  trend 
shows  little  sign  of  diminishing. 

All-purpose  family  shampoos  may  still 
be  bought  by  the  woman  for  the  rest  of 


her  brood,  but  she  prefers  to  buy  a 
shampoo  suited  to  her  own  hair  type 
for  her  own  use.  There  has  been  an 
obvious  trend  in  recent  years  towards 
shampoos  based  on  herbs  and  flowers. 
These  have  offered  the  appeal  of  pleas- 
ant perfumes  and  "natural"  ingredients 
and  have  benefited  from  the  implied 
medicinal  properties  of  herbal  ingredients. 
Fruit-based  shampoos  have  only  been 
mildly  accepted  in  Britain.  Tndeed  con- 
sumer disenchantment  with  the  gimmick 
of  herbs  and  flowers  has  led  to  a  de- 
mand for  straightforward  products  which 
"do  the  job  they  say  they  will  do". 
These  are  referred  to  as  the  "functional" 
shampoos  designed  to  do  a  specific  job  or 
cater  for  certain  hair  conditions  or  prob- 
lems. The  Crisan  range  from  Wella  is 
a  perfect  example  of  this  trend. 

In  the  leaflet  which  is  available  with 
Crisan  shampoos  Wella  remind  us  that 
there  are  about  100,000  hairs  on  a  head 
— more  for  fair  haired  people,  slightly 
fewer  for  dark.  Each  hair  has  a  life 
cycle  of  about  three  years  and  every  day 
about  70  hairs  fall  out,  to  be  replaced 
by  new  ones.  The  only  living  part  of 
the  hair  is  under  the  scalp,  where  new 
cells  are  continually  being  produced.  This 
means,  says  the  leaflet,  that  a  good 
shampoo  must  maintain  the  condition  of 


Trends  in  hairstyles  by  Vidal  Sassoon  (left  to  right)  from  the  shaggy  look  of  the  seventies  to  the  futuristic  "teardrop"  style  of 
the  eighties  described  as  being;  "short,  and  sharp  with  a  touch  of  softness."  This  trend  is  also  reflected  in  the  "Bobette"  style 
whose  bold  asymmetric  outline  reflects  the  geometric  styles  of  the  sixties 


Vive  la  difference! 

A  hairbrush  is  just  a  hairbrush.  But  a  Mason  Pearson  is 
something  else  again  —  something  special,  prestigious,  distinctive 
in  so  many  different  ways. 
Special  because  there's  nothing  quite  as  efficient  as  that 
famous  functional  Mason  Pearson  design.  Special  because  no  other 
hairbrush  is  made  with  such  care  for  quality  and  craftsmanship. 
Special  because  it  is  the  hairbrush  that  women  ask  for  by  name. 
And  special  because  production  can  barely  keep  pace  with  demand 
All  of  which  adds  up  to  one  very  profitable  fact; 
you  may  find  it  difficult  to  keep  Mason  Pearson  brushes  in  stock 
but  you'll  never  have  difficulty  in  selling  them. 


MASON  DEARSON 

II      (j  Jl   the  great  original 


Mason  Pearson  Bros.,  157  Piccadilly,  London  Wl. 
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the  scalp  as  well  as  improve  the  condi- 
tion of  the  hair.  Wella  have  introduced 
a  new  product  to  deal  with  just  this 
problem,  the  Ultra  Care  hair  pack  (see 
p5  for  your  personal  free  trial  offer). 

One  problem  encountered  by  many 
people  is  dandruff.  Medicated  shampoos, 
as  already  mentioned,  are  a  growing  seg- 
ment of  this  market,  and  a  new  develop- 
ment in  the  formulation  of  anti-dand- 
ruff shampoos  is  likely  to  boost  this  even 
further.  The  development  is  being  spear- 
headed by  Elida  Gibbs'  All  Clear.  This 
shampoo  combines  the  benefits  of  anti- 
dandruff  properties  with  those  for  spe- 
cific hair  problems.  All  Clear  is  avail- 
able in  three  variants  for  dry,  normal 
and  greasy  hair. 

While  not,  as  such,  a  disease,  say  Elida, 
dandruff  is  a  considerable  social  problem 
from  which  some  45  per  cent  of  the 
population  suffers.  Yet  only  30  per  cent 
of  that  total  choose  to  use  an  anti- 
dandruff  shampoo  and  not  all  of  those 
use  one  regularly.  The  main  reason  for 
this  discrepancy  is  that  many  people 
think  anti-dandruff  shampoos  are  too 
harsh  and  that  the  conditioning  qualities 
are  poor.  Thus  they  tend  to  alternate 
a  beauty  shampoo  for  their  hair  type 
with  an  anti-dandruff  shampoo. 

People  suffering  from  dandruff  recog- 


.  .  .  straightforward  products 
which  do  the  job  they  say  they 
will  do  .  .  . 


nise  that  they  have  a  problem  and  they 
are  even  more  conscious  than  most  peo- 
ple that  their  hair  is  greasy  or  that  it 
is  dry  and  they  have  found  that  most 
anti-dandruff  shampoos  seem  only  to  ag- 
gravate these  problems.  Signs  that  con- 
sumer acceptance  of  All  Clear  will  re- 
sult in  more  anti-dandruff  formulations 
being  altered  to  take  these  problems  into 
account  are  evidenced  by  the  fact  that 
Proctor  and  Gamble  are  currently  test 
marketing  a  Head  &  Shoulders  variant 
for  greasy  hair. 

The  style  this  party  season  for  more 
"dressed"  hair  has  led  to  an  increase 
in  popularity  for  hair  decorations.  Some 
of  the  best  of  these  come  from  Ravina 
and  include  taffeta  bow  hairslides  from 
the  Celeste  range  in  a  variety  of  colours; 
cotton  gingham  bows,  velvet  bow  pony 
tail  holders  (so  much  milder  than  elas- 
tic bands  which  can  split  the  hair)  and 
combs  with  non-slip  teeth.  The  latter 
also  come  in  a  variety  of  colours  includ- 
ing blue,  red,  green,  brown,  pink,  beige 
and  black. 

Useful  equipment 

Also  necessary,  of  course,  for  the  pro- 
per care  of  the  hair  are  clean  and  suit- 
able brushes.  Mason  Pearson  have  a 
good  reputation  among  consumers,  their 
brushes  are  available  in  four  sizes,  a 
variety  of  colours  and  with  a  choice  of 
three  types  of  cushion.  Pure  bristle  (black 
tufts)  brushes  are  said  to  be  the  best 
possible  material  that  can  be  used  for 
brushing,  particularly  if  hair  is  split  or 
damaged  in  any  way;  ideal,  it  is  said, 


for  fine  or  short  hair.  Bristle  and  nylon 
brushes  (black  and  white  tufts)  make 
up  the  most  versatile  hairbrush  which  can 
be  used  for  most  types  of  hair  and  nylon 
(white  tufts)  hairbrushes  are  for  difficult 
hair — thick,  wiry  or  frizzy  hair  that  is 
difficult  to  untangle. 

Addis  brushes  are  also  available  with 
pure  bristles  and  Mr  Samuel,  a  tricholog- 
ist  and  lecturer  in  hairdressing,  recently 
described  all  bristle  brushes  as  ideal  for 
four-in-one  conditioning  treatments.  Pure 
bristle  is  made  of  the  same  keratin  pro- 
tein as  hair  and,  as  such,  is  unlikely  to 
damage  it.  Because  its  surface  is  not 
as  smooth  as  nylon,  it  has  a  gripping 
action  on  the  hair  which  has  the  fol- 
lowing effect: 

1.  Any  accumulation  of  grease  near  the 
roots  is  spread  throughout  the  hair  and 
protects  it  from  airborne  pollution. 

2.  The  bristles  pick  up  excess  grease  and 
dirt  from  the  hair,  thus  regular  brushing 
has  a  cleaning  action. 


3.  The  mild  gripping  action  of  the  bristle 
gently  tugs  the  scalp  which  keeps  it  loose, 
stimulating  it  and  improving  blood  cir- 
culation. 

4.  Correct  brushing  has  a  relaxing  effect 
which  helps  to  combat  stress." 

Denman  brushes  have  been  well  known 
to  hairdressers  for  many  years  and  are 
now  widely  available  for  retail  sale.  The 
company  is  making  a  concentrated  effort 
to  take  some  of  the  mystique  away  from 
salon  equipment.  They  now  have  a  coun- 
ter stand  and  a  floor  stand,  each  of 
which  displays  their  merchandise  in  a 
hygienic  and  uncluttered  way.  All  the 
brushes  are  in  packs,  on  the  back  of 
which  is  a  guide  describing  the  type  of 
brush  suitable  for  various  types  of  hair. 
All  Denman  brushes  are  made  of  an 
anti-static  nylon  with  rounded  pins  so 
as  not  to  tear  the  hair.  Comments  Alan 
Steadman  of  Denroy:  "Not  much  can 
happen  to  hair  in  the  way  of  new  styles 
that  we  don't  have  a  brush  to  deal  with." 


YourWinPharm 
"counter  prescription" 
for  effective 
dandruff  treatment 
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Intervene 


ienium 

really  t 
does 


clear 
dandruff 
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For  greasy  hair 
Controls  dandruff 


Lenium  is  the  medical  treatment  that  doctors 
prescribe  for  pityriasis  capitis  and  seborrhoeic 
dermatitis  of  the  scalp.  Lenium  contains 
2%  Selenium  Sulphide,  which  is  recognised  as 
an  effective  agent  for  control  of  dandruff. 
Interlene's  mildly  medicated  formula  is 
recommended  for  use  between  Lenium 
treatments. 


*  Sold  only  by 
pharmacies 

*  Not  advertised 
to  the  public 

*  Trade  margins 
with  built-in 
"dispensing  fee" 

*  Backed  by  Winthrop 
resources 

*  Comprehensive 
information  facilities 

*  Lenium  is 
widely  prescribed 


WinPharm 

Working  with  pharmacy  for  a  healthier  future 

"Lenium"  and  "Interlene"  are  registered  trade  marks.  Full  information  is  available  from 
Winthrop  Pharmaceuticals,  Sterlmg-Winthrop  House,  Surbiton-upon-Thames,  Surrey  KT6  4PH. 


Supplement  to  Chemist  &  Druggist  December  8,  1979  —  15 


rJt'*tC,; 
1  r^Wwi^ 


s1* 

30 


5  K« 


Jalitfl 


nmoiiiwnE*. 

ilsiiiiniiiilifUiff;";  im  ®JI?i 


SIC 

PNEUMATIC 

A  sensation  in 
brush  fiel 


ref.  2006    2007       2008  2009 


CELLULOID  S.A. 

P.O.  Box79/F-67600  SELESTAT  (France) 

Distributed  in  the  UK  by  COM  BY  Ltd 
9,  Violet  Hili  -  Abercom  Place.LONDON  N.W.8.9.E.B. 
(Lnglarid) 


Major  technical  improvements! 
are  placing  Eminence  Pneumf 
far  ahead  of  all  comparable 
wire  brushes  presently  avail] 
on  the  market 


Each  metal  pin  is  held 
in  a  cell  which  prevents  it  til 


■  |  penetrate  into  the  cushion 
m  m    and  make: 

SB  m  automatically  to  its  initial 


and  makes  it  come  back 


vertical  position. 


The  cushion  is  not  glue; 
mechanically  locked 
the  handle  so  that  it  does 
not  come  off. 
The  brush  is  ^ 
thus  also  fully  M 
washable.  The  p 
sophisticated 
raw  materials 
being  used  guarantee 
a  so  far  unreached 
smoothness  of  the  cushion. 


#93.06  =1 

A  very  attractive  display  stand 
showing  the  technical  advantages  of 
Eminence  Pneumatic  will  help  feature 
it  on  every  counter. 


CELLULOID  SA 
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